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“BISTRO”, a delicately laced 17/8 sling pump, 
star of Allure’s new Deauville collection. Done in the inimitable 
quality and fashion colours of HUBSCHMAN’S CALF *=33O08 
Créme with brown accents ...also in =G45 Rose Red, 
=3323 Ginger, #507 Flight Blue, and Black... 
by Allure Shoe Corporation, Miami 37, Florida. 


E. Hubschman & Sons, Inc., Philadelphia 23 
Fashion Office: Empire State Building, New York 1 




















Tune-up for Spring Business 


with Sure-Fire Frahistonile 


FOR CHILDREN OF ALL AGES 
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IN STOCK No. 442 
Black Kip Plug Oxford 


8, to 12 
12% to 3 


Also in Brown 
No. 406 


8%, to 12 
12%, to 3 


You can be the store with the shoes 
that have Sure Fire Sales Appeal. Quality 
craftsmanship and style have made 
Kali-sten-iks the favored shoe for 


children of all ages. 
IN STOCK No. 7677 


Red Kip Raised Seam 
Moccasin Strap 
6% to 8 
8%, to 12 
12% to3 
— Also in Brown 
No. 7666 


8% to 12 
12% to3 
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another fine store 


RATES 
AMERICAN GIRL 
*] VOLUME LINE 


LIT BROTHERS 


PHILADELPHIA, PA. 


RES SE os 


~ AimeRICAN Gre. en aia 





CONCENTRATE ON PROFITABILITY 


FOR FAST FILL-INS 

TO ELIMINATE DUPLICATION OF STYLES 
FOR EFFICIENT CONTROL OF INVENTORIES 
FOR FASTER TURNOVER 

FOR CONCENTRATION OF ADVERTISING 
FOR FEWER MARKDOWNS 


© A YUERICAW GURL ewe 


288 A Street, Boston, Massachusetts 


one 
complete 
line 
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BLUE CHIP 
FOR 
1958 
















WHITE is the fashion at resorts 
from Palm Springs to Florida’s 


Gold Coast and points south. 


WHITE shoes are safe invest- 
ments, with an excellent dividend 


record. 


You’re not speculating when you 
I & y 
plan for a big white season. You’re 


investing in blue chip stock when 
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New in Style... News in Comfort 


... The Florsheim So Light Shoe! 


Once again FLORSHEIM is first 
with a totally new concept 
in shoe design and construction— 
So Light—the first, and only 
completely flexible shoe—and the lightest shoe 
you've ever set foot into! Glove soft, 
bubble light, and cool because it’s almost weightless! 
Try a pair, and you'll want 
a whole wardrobe of them—they’re the 
practical answer to warm weather comfort— 
Koa i ee ny . The Lucerne; 
they’re So Light by Florsheim. 3-eyelet stitched front Fingerflex 
in soft Walnut Calf. 


Left: 31631, rich dark brown; 
Center: 31632, desert brown; 
Right: 21616, black. 


THE FLORSHEIM SHOE COMPANY + CHICAGO 6 + MAKERS OF FINE SHOES FOR MEN AND WOMEN 
A DIVISION OF INTERNATIONAL SHOE COMPANY 
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That's right! Mr. 


TREMENDOUS 


e 












W Mr. Neolite is here! And he’s a great 
new “‘salesman’”’ who will be in there 
“pitching” hard to millions of shoppers all over Amer- 
ica—on his favorite subject of NEOLITE, of course. 
Yes, he’ll be telling tens of millions how NEOLITE 
helps shoes look better... . walk better . . . wear better! 
And that’sthe kind of news that makes menand women 
look for and ask for NEOLITE when buying shoes. 
There’s another good reason why you should fea- 
ture NEOLITE on every line you want to boost into a 
best-seller. So get all the facts about NEOLITE and how 
you can profit by tying in with the tremendous new 
Mr. Neolite campaign. See your Goodyear Repre- 
sentative, or write to: Goodyear, Shoe Products 
Division, Akron 16, Ohio. 


Stop on te! 
NEOLITE 
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Neolite will be seen in every ad in our 


NEW NEOLITE CAMPAIGN ! 
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WATCH FOR HIM IN ALL THESE a, a 
BIG NATIONAL MAGAZINES... cc oe 
rR | 24 S...TELEVISION! 


os Watch for him on 


2 GOODYEAR THEATER 
= on TV 


Ee ... every other Monday 
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SOLES - HEELS - TOPLIFTING ds ap DFY 


——THE GOODYEAR TI &@ RUBBER COMPANY, AKRON, OHIO 


NEOLITE, AN ELASTOMER-RESIN 
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WRITE FOR NEW Over 100 styles in stock 
CATALOG 5% — 30 doys for immediate delivery 


31 days net 
ALL MADE IN OUR MODERN FACTORY — Prices slightly higher west of Denver 


MANUFACTURERS 


PARAGOULD, ARKANSAS 


ST. LOUIS: 409 Silk Exchange Bldg., 12th & Washington 


SALES OFFICES: NEW YORK: 933-35 Marbridge Bldg., 47 W. 34th St. 
SAN FRANCISCO: Kaye & Tieso’s Shoe Co., 51 First Street 


LOS ANGELES: M. S. Rifkin Shoe Co., Inc., 761 So. Los Angeles St. 
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The textured leather designed 
to the American way of life... ¢: mg 


BA R R ETT & C 0 M PA N rt, i N C 0 R P 0 RAT E D quality tanners of fine shoe leathers since 1913 


Reg. U.S. Pat. Off. 
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SCUFF COVER 
COMBINATION OFFER 


Two Top Colors at 
Money-Saving Price 


Watch polish sales perk up with 
this red-hot deal: Griffin Scuff 
Cover, both Black and Brown, a 
regular fifty cent value specially 
banded to sell for only thirty- 
nine cents! 

Mothers love this top-quality, 
self-shining liquid, and they'll wel- 
come this money-saving opportu- 
nity! Scuff Cover gets shoes gleam- 
ing with no rubbing, no buffing, 
no “‘painted”’ look! 

Don’t miss your share of this 
“plus” business! No coupons... 
no special handling! Order Scuff 
Cover today. 





New Shine Kits, at Two Popular 
Price Levels, Build ‘Profits Plus” ! 


Made to order for big volume, top 
dollar-profits! These sturdy, color- 
ful, compact kits now come in two 
sizes. Feature both the deluxe 
$3.50 kit 
and the 
$2.50 size. 
Both have 
brushes, 
daubers, 
polishing 


cloths and |! 
Griffin 
Microsheen. .. 





GRIFF GRIFFIN : 








Now... famous Griffin polishes 
are backed by all the power of 
Boyle-Midway advertising! 
Featured every week on 5 big 
daytime network TV shows... 
top-rated night-time programs 
—e plus LIFE, PARADE, THIS 
WEEK, PARENTS, most other 
leading journals. It’s the most 
powerful, most far-reaching 
campaign in the field . . . reaches 
more customers more often than 
any other advertised brand! 











Los Angeles ¢ Brooklyn * Chicago * Canton, Ohio * Chamblee, Ga. 





TWO GREAT GRIFFIN POLISH DEALS 
PEP UP PRESPRING VOLUME: 


Free Shine Cloth 
with MICROSHEEN 
in Unique New Box 


It’s a natural! Your customers will 
grab up Microsheen fast with this 
handy, professional-type flannel 
shine cloth included at no extra 
cost. The complete deal—self- 
contained in attractive new boxes 
—sells at the regular 25¢ Micro- 
sheen price. 


New Boxes Save Work! 


No more fumbling with hard-to- 
manage cans! No more messy, 
jumbled stocks! Microsheen boxes 
stack easily, quickly, neatly. Col- 
ors are easy to identify on all sides. 
Pre-priced, too, to save you time! 

So feature Griffin Microsheen 
now while this sales-winning shine 
cloth offer lasts! 





Customers Look to 
GRIFFIN for All 
Shoe Polish Needs 





It’s the top- i. top- eaie 
brand all across America . . . with 
the big variety of items that builds 
volume for you! Stock ’em all: 
GRIFFIN MICROSHEEN . . . SCUFF 
Cover... A-B-C Paste PotisH 
: A-B-C Liquip Wax ... 
GRIFFIN ALLWITE . . many 
others! Check your Boyle-Midway 
representative for full details. 


¢ Cranford, New Jersey 


Plus Warehouses in Seattle and Dallas 


a « SE 


arene 22 E. 40th St., New York 16, N.Y. 

















Where elegance is the password British-Walkers are elegant in every sense of 
the word ... shoes a man instinctively wants to possess. Theirs is the style authority born 
of select matured leathers, exemplary shoemaking and custom design. The men who 
know and prefer British-Walkers find the fulfillment of their critical requirements in 
the exclusive Synchro-Flex construction, secret of shoes that flex with the foot in complete 
comfort. British-Walkers are sold only at the sign of the guardsman. Most styles $20 to $30 


BHUTTO WAL tho 


MADE IN THE U.S.A. EXCLUSIVE SYNCHRO-FLEX CONSTRUCTION 
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British Walkers are on the march! 
Powerful full pages in color in 


TIME and THE NEW YORKER 


reach multi-million audience of 
men who buy quality merchandise 
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LEFT TO RIGHT: STYLES 7244, 1662 AND 644. 
BRITISH-WALKERS, AUGUSTA, MAINE 








AT THE BETTER STORES LISTED ON FACING PAGE OR WRITE: 











It’s been tried . . . it’s been tested . . . it’s been 
factory approved .. . it’s being used in volume. 
A short-legged, fast-dry cement for attaching 
RIPPLE* Soles. Supergrip #675 gives you a 
firm tight joint at the cement line . . . a heat re- 
sistant bond unaffected by edge trimming or heel 


Supergrip Sole attaching cements are products 
of B. B. Chemical Co. 


Distributed by 


SHOE MACHINERY CORPORATION 





SUPERGRIP 
675 


for use on RIPPLE° Soles 


scouring. In factories using RIPPLE Soles 
across the country . . . the strength and perform- 
ance of Supergrip 7675 has proven consistently re- 
liable. These are reasons why more and more man- 
ufacturers are using Supergrip #675 for greater 
confidence when attaching RIPPLE " Soles. 





SET UP A DATE 
Arrange for an in-factory trial with Supergrip 
#675 ... prove to yourself that 4675 is your 
best answer for RIPPLE Sole work. 











“A trademark of RIPPLE SOLE CORPORATION 






the men 
who have 

it made... 

have 
IRVING “_ 
help 
them 
make 
it! 


IRVANA 

UNIQUE 

FEATHER LEATHER 
ONYX 

LUXTAN 

UNIGLOVE 


Irving Tanning Company 
134-140 Beach Street, Boston 11, Massachusetts 


see you at the leather show, waldorf astoria BOOTHS 40 and 41 
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Now! Through the miracle of 





PLASTIC FOOTWEAR 







Koroseal “Shu-Glov”’ 
for women— blonde, 
smoke, frost black i 
and brown. Retails, 

at full profit, at about... 


513 00 







KOROSEAL FOOTWEAR—THE MOST FAMOUS NAME IN VINYL PLASTICS—MADE ONLY BY 
B.EGoodrich and Hood Rubber Company watertown, mass. 
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Konoseal 


NEVER BEFORE ACHIEVED! 


New finishes, new fashions never available in plastics until now... 
priced for volume with full profit mark-up! 


NEW FOR WOMEN —a true luxury boot, this smart NEW FOR THE WHOLE FAMILY—Exciting styles for grow- 
Koroseal “Shu-Glov” comes in high-fashion Pin- ing girls, misses, youths, children . . . all priced for fast 
Stripes . . . in blonde, smoke, frost black and brown! _ turnover, big volume, big profits! 


NEW FOR MEN AND BOYS—handsome boots with the NEW ADVERTISING POWER — the 1958 Koroseal line will be 


look and feel of glove-leather, but actually made from heavily advertised and promoted to your customers next 
durable Koroseal. Black only. fall and winter. Watch for your Koroseal salesman! Buy big! 


Koroseal boot for 
boys, youths—soft, 
grained leather-like 
finish. Retails, at 

full profit, at about... 


Koroseal boot for men 
—soft, grained 
leather-like finish. 


Retails, at full profit, 
at about... 42s 


3490 


Boys 
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innersoles 

actually 
tell 
your 

customers / 
the 
good 


THERE’S PELLON INSIDE 


Now-—the fabulously soft, amazingly resilient innersoles made of the famed non-woven chemo-textile, are imprinted with 
the magic word . . . PELLON! Retailers and consumers alike recognize this great brand name at first glance. That’s why 
PELLON innersoles not only perform better but sell better. So let everybody know that your footwear offers the plus- 
features of PELLON . . . with imprinted innersoles . . . and with this informative little consumer booklet, ““There’s Pellon 


Inside,” available for insertion in your shoe boxes. 


PELLON CORP. Empire State Bldg., New York 1, N. Y. 
Shoe Sales Division: 


IRVING J. FIFE & CO. 432 4th Avenue, New York, New York 


® Pelion is the registered trademark of the Pelion Corp. Pellon is produced and manufactured under patents exclusively by the Pellon Corp. 
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Fditorial Outlook 





Bright Inventory Picture 


N his annual Economic Report President Eisenhower 

paid considerable attention to inventories and thei: 

significance as an economic indicator. In discussing 
them the President noted that “inventories, which had 
been accumulating at the rate of $2 billion annually in 
the third quarter of the year, were being used up in the 
fourth quarter at the rate of $3 billion or more. Adjust- 
ments in inventory holdings, therefore, accounted for 
most of the declines in production, employment, and 
income which developed toward the year’s end.” 

It is significant that the shoe industry maintained a 
high level of production straight through 1957. Decem- 
ber, a month of liquidation for so many industries, 
showed an estimated gain of 6.8 per cent in production 
and the year closed with a plus of 1 per cent. The very 
impressive record of 594,092 million pair (estimated) 
was set. 


Hard to Understand 


In light of this performance and the following ap- 
praisal of the state of inventories at the close of the 
year, it is difficult to understand the pessimistic thinking 
and some statements by industry spokesmen. 

Unfortunately, the industry has no comprehensive fig- 
ures on orders received or shipments made by shoe manu- 
facturers. But a compilation of orders received by a 
representative sample of manufacturers of all types of 
shoes on a monthly cumulative basis indicates that, as of 
the first of the year, shoe inventories were in excellent 
shape in all major categories. These figures are compiled 
by a reliable source. They do not distinguish between 
make-up and from stock orders. Assuming that orders 
received over a 12-month period from retailers are di- 
rectly parallelled by shipments and that the difference 
between production and shipments constitutes inventory, 
the industry’s position as of January lst would seem to 
be as follows: 

The decline of 2.4 per cent in men’s shoe production 
was accompanied by a decline in orders. However, ship- 
ments or prospective shipments declined slightly less. 
Men’s inventories accordingly must be regarded as light. 
A comparison with 56, using the same sample estimates, 
indicates that men’s stocks are in much better shape than 
they were at the start of °57. 

Orders for youth’s and boy’s shoes for °57, however, 
did not reflect the greatly accelerated rate which produc- 
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tion showed, a remarkable increase of 11.5 per cent for 
the year. But the importance which the in-stock depart- 
ment plays in this category suggests that during the final 
quarter manufacturers may have been building inven- 
tories in anticipation of ’58 orders, a normal practice at 
this time of year. 

Estimates of women’s orders received indicate that they 
were slightly in excess of the 0.4 per cent gain which 
women’s production showed in °57. Nineteen fifty-six pro- 
duction, compared with similar °56 estimates, showed 
Accord- 


ingly, manufacturers’ inventories of women’s shoes would 


about the same ratio of production to orders. 


seem to be at about the same level as that at which we 
started 1957. 

The °57 production of misses’ shoes declined but orders 
are estimated to have fallen off slightly less, indicating 
again a favorable inventory situation. 

On the other hand, children’s production was up a bit 
and orders are estimated to have kept pace with the in- 
crease. In the combined misses’ and children’s cate- 
gories, inventories may be presumed to be at the same 
level or slightly below a year ago. 

The infant’s and babies’ inventory picture is even 
better with orders received running well ahead of the 2.2 
per cent increase in production. 

For the first eleven months of 1957, it is estimated that 
orders exceeded production by double the margin which 


prevailed for the first eleven months of 1956. 


No Inventory Build-up 
Preliminary estimates of January production indicate 
that there will be a decline of about five per cent from 
January 1957. While no appraisal of orders received by 
manufacturers is currently available, this decline in pro- 
duction indicates no considerable build-up of inventories. 
Retailing generally held up very well during the month 
of January, and was one of the brighter spots in the busi- 
ness picture. Department store sales, strong for the first 
three weeks of January, fell off during the week ending 
January 25. The first four-week period, however, showed 
Department store sales up one per cent over the same 
period a year ago. This is a remarkable record consider- 
ing the pessimism of the press on the missile program, 
the international situation, and the general economic situ- 
ation. 
[TURN TO PAGE 116, PLEASE] 
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visual proof that these shoes 
keep your customers satisfied 
-and coming back to you 








The second Herbst plant — built in Lomira, Wis- 
consin in 1956 — is now being doubled in size. An- 
other thousand pair of shoes daily will be added to 
productive capacity to meet the demand for CHILD 
LIFE . . . a demand, by the way, that is not based on 
hot shot promotions — but on the ever-increasing flow 
of orders from dealers who have found that it betters 
their business to concentrate increasingly on this 
profitable line of juvenile footwear. 
And CHILD LIFE builds business for dealers in 
four ways: (1) it’s a style shoe for eye appeal; 
(2) it’s popularly priced for buy appeal; (3) it’s a 
quality shoe that measures up to a mother’s ex- 
pectations of service, and (4) it’s a franchised shoe 
that protects the self interest and best interests 
of the dealer who sells it. 
With the new addition at Lomira soon to be oper- 
ative, a limited number of new accounts can be ac- 
cepted. Your inquiry will be welcome — and is in- 
vited — if there is no existing CHILD LIFE dealer now 


in your trading area. 


HERBST Shoe Manufacturing Co., Milwaukee 45, Wis. 


New York Office — 557 Marbridge Bldg., New York 17, N. Y. 
Boot and Shoe Recorder 
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—Recent developments are compelling marketers to take 
a closer look at their time-worn pricing practices,” says 
the Grey Advertising Agency in their monthly edition Yo fe 
of GREY MATTER. “They need to check them against = 


the newer patterns of retailing and against a changed 


consumer attitude. MAGIC BOARD 








—“While product development, packaging, distribution, ' 
advertising, merchandising and selling have been sub- ...ZIVe-aWay 
ject to constant changes, pricing policies (with a few 
exceptions) have been strait-jacketed by outworn tradi- that huilds 
tions within industries, or by the rigid bonds of old-line 
retailing. 






— “Today, pricing policies are a hodge podge of conflic- good- ll 
tions. 
2 ways! 


— “No cloth can be cut to cover each manufacturer’s or 
even each industry’s pricing problem, but some general 
conclusions are inescapable: 









e Appeals to both boys and girls. 





e “Creative play” toy that wins 
Parent’s approval. 





—“Pricing philosophies must be realistically reviewed and 
overhauled in the light of changing consumer attitudes, 
the revolution in retail distribution, as well as changes 


in manufacturers’ own distribution philosophies. 0 | 10¢ er 
4 ‘gets n y Dealers were enthusiastic 
— “The % sign must no longer be venerated as the idol of when they saw Magic Board at the Chicago 
pricing philosophy, for one of the most important de- ' - 43: & 
velopments in marketing is the retailer’s flight from the Show! Kiddies press figures on “black 
% sign to the $ sign... . board.’’ No messy paste, or water. Long 


life. Can be used over and over! Order 









—New cost patterns will be developed for specific prod- 







ucts in dollars and cents and not in percentage aver- minimum: 250 or multiples of 250. 
ages, taking into account manufacturers’ contributions : 

to lower selling costs: pre-selling, cooperative allow- Direct from: 

| SA, FONE AO ED. WENNER MANUFACTURING CO. 






: , SCEOLA, MISSOURI 
—“The adoption of such a program may well inaugurate ey ~ 


a new era of ‘pricing for volume’ for traditionally high ® 
mark-up retailers. In other words, selling at lower % os 
profit to achieve a higher $ profit.” 


£ B y America's Finest Fitting Shoes 
. sf | Ve ’ For Children 
Publisher VAISEY-BRISTOL SHOE COMPANY 
Boot anv SHoE REcorRDER Monett, Mo. 
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COMPARE THE NYLON- 
STITCHED SHOE (left) with 
shoe stitched with natu- 
ral-fiber thread (right). 
These children’s shoes are 
typical of the 20 pairs 
worn by active youngsters 
during a four-month test. 
Notice that the abrasion- 
resistant nylon remained 
in excellent. condition in 
toe stitching and heel lin- 
ing where ordinary 


thread failed (circled). 








‘Tests prove: 


NYLON thread gives the strongest, 
longest-wearing seams in shoes! 


You offer customers an extra reason 
for buying when you show them 
nylon stitching. Nylon is famous 
for its toughness—it dramatizes the 
high quality of your product. And 
with nylon, your customers are get- 
ting the extra strength, longer wear 
and neater appearance that keep 
them coming back. Besure theshoes 
you sell are stitched with tough, 
wear-resisting nylon thread. 


SEND FOR FREE COPIES of litera- 
ture answering the question ‘‘How 
Important Is Thread in the Shoes 
You Sell?’”’ Give a copy to each of 
your salespeople. Address: E. I. 
du Pont de Nemours & Co. (Inc.), 
Room N-5518, Wilmington 98, Del- 
aware. Du Pont makes nylon and 
“Dacron”; does not manufacture 
thread or shoes. 


*Dacron” is Du Pont's registered trademark for its polyester fiber. 


REG. U.S. PAT. OFF 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


eS 


Thread of Du Pont “Dacron’”* polyester fiber is 
nearly as strong as nylon and has even greater 
resistance to acids commonly encountered in 
industry. That’s why threads of “‘Dacron’’ fiber 
are preferred in work shoes. 


SEWING THREAD OF DU PONT FIBERS gives shoes neater, stronger seams... 
reduces returns...lasts longer...gives added sales advantages 
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Comfort is Important 
to Active Women 


To meet the demands of her busy, active life, her 
shoes must be just as comfortable as they are smart 
. .. must give her vital support and cushioned ease 
‘round the clock. For her comfort. always recom- 


mend CUSHIONIZED BELLAIRES . . . the 
shoes that Make Her Feet Glad to Walk! 


HILLY 


IN-STOCK 
AAA to EEE 


Write for Spring Catalog 
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Worl S Most Complete i Line 
from the 
World's Largest Producer of 
Shoe Soling Materials 


BILTRITE 


HEELS AND SOLES 


np 
AMERICAN BILTRITE RUBBER CoO. of y) 








Miami... Palm Springs... Biloxi... Tucson... 
there’s a world of fashion at your | 
feet in leather. New styles...soft | 
supple beauty...so appropriate 
for leisure and resort wear. Above, 
the ‘‘Vito’”’ styled by Kickerinos, 


and featuring Rueping’s MANITOU leather 





to add a lift and a lilt to your 


appearance in the sunny season ahead. 


SHOES: Style No. 8403-2T The “Vito” 
Kickerinos Division of the Hampton Corporation 
Milwaukee 5, Wis. 


LEATHER: Rueping’s MANITOU Color No. 7851 





FINE LEATHER FOR FINE SHOES 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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Fully Automatic Shoe Production Unlikely 





Shoe Machinery Experts Say Physical Problems Prevent Complete 
Automation, But See Bright Prospects for Technological Advances 


NEW YORK—tThree of the lead- 
ing spokesmen of U. S. shoe ma- 
chinery say automation in the foot- 
wear industry has only limited 
possibilities for the foreseeable 
future. However, they agree the 
outlook for shoe industry technology 
and mechanization appears excellent 
and is already under way. 

The trio, representing the three 
leading machinery firms in the shoe 
industry, are, C. Russell Todd, vice- 
president and general manager of 
United Shoe Machinery Corporation; 
Jacob S. Kambourian, president of 
International Shoe Machinery Cor- 
poration, and Paul N. Vonchyx, 
vice-president and general manager 
of Compo Shoe Machinery Corpora- 
tion. 

They presented these views in 
cooperation with the Factory Man- 
agement Conference Committee’s 
study-survey on “the outlook for 
new shoe machinery developments.” 

On the subject of automation in 
the shoe industry, Mr. Todd, of 
United Shoe Machinery, said, “TI 
used to think I would see the day 
when shoes would be made largely 
without human hands. I am con- 
vinced now that this is not a near- 
term probability under the demands 
for variety that apparently will 
characterize the American shoe mar- 
ket in the foreseeable future. If, 
hypothetically, shoe styles and shoe 
materials could be limited in num- 
ber, the technological climate of the 
shoe industry would be improved at 
once. Such standardization would 
simplify shoe machinery and guar- 
antee a marked increase in automa- 
tion. But I am not sure that the 
decrease in shoe sales that would 
inevitably result would evoke cheers 
from either the shoe industry itself 
or from the industry’s machinery 
and materials suppliers. But, while 
complete automation may not be just 
around the corner, you can be cer- 
tain that there will continue to be 
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progress in the mechanization of the 
industry.” 
Mr. Kambourian, of International 


Higher-Duty ‘Sneaker’ Bill 
Passes Committee Hurdle 


WASHINGTON, D. C.—A Congres- 
sional committee has acted to slow up 
imports of sneakers. 

A bill approved on February 5 by the 
taxwriting Ways and Means Committee 
of the U. S. House of Representatives 
requires importers of sneakers and sim- 
ilar footwear to pay the import duty 
applying to rubber footwear, instead of 
the lower rate of duty applying to leath- 
er footwear. 

Importers now are legally able to 
pay the lower rate of duty prescribed 
for leather footwear because token 
amounts of leather are included in the 
sneakers. 

Under the terms of the legislation 
(H.4. 9291) approved by the Ways and 
Means committee, the higher tariff will 
apply as of July 1, 1958. The bill is 
sponsored by Rep. Antoni Sadiak (R., 
Conn.). 

U. S. manufacturers of sneakers and 
rubber footwear have told Congress 
that imports are presenting a serious 
threat to the domestic industry. The 
industry hopes the higher rate of duty 
will slow down the volume of imported 
merchandise. 








Shoe Machinery, speaking on the 
same subject, declared, “In my 
opinion, unless plastic and molded 
uppers become a practical and ac- 
cepted product, automation will be 
limited in our industry. Until such 
time that we develop a piece of 
upper material that will stretch a 
given amount under a given stress; 
until we can control the humidity 
conditions in our plants, and can 
control our sewing machinery opera- 
tions to give us a uniform seam in 
all our shoe uppers, complete auto- 
mation is not yet in sight. We can, 
however, put two operations into 
one machine and equip our new 
machinery with electronic devices, 
and hydraulic actuators to replace 
brawn, thereby achieving speed and 
simplicity of operation approaching 
most nearly the benefits of automa- 
tion.” 

Mr. 


Vonchyx, of Compo Shoe 





Machinery, said, ‘Automation in 
the fullest sense of the word, will 
probably be slow in coming to our 
shoe manufacturing processes. In 
the footwear industry, spasmodic 
production requirements, intense 
activity in style changes, and wide 
varieties of materials, sizes and 
widths, and processes, will delay, if 
not prevent, development of fully 
automated shoe factories in the 
foreseeable future. However, it is 
expected that machines for certain 
series of related shoemaking work- 
steps may be teamed up in auto- 
mated ranks with considerable 
benefits for manufacturers who are 
able and willing to provide operating 
conditions necessary for success of 
such developments.” 

Mr. Todd asserted that an industry 
producing about 600 million pairs 
of shoes is far from backward, o 
inefficient, but presents a forbidding 
set of physical conditions. 

“Instead of using materials that 
are controlled within predetermined 
tolerances,” he said, “as in other 
industries, the materials of the shoe- 
maker are frequently controlled 
more by his sense of sight and touch 
than by scientific measurement.” 

Other drawbacks he cited were 
lack of materials uniformity and 
the great variety of the product. 

Nevertheless, Mr. Todd said an 
increased interest in a “better way 
of doing things” is reason for “con- 
siderable optimism.” He said these 
improvements were being reflected 
in planning, marketing, manage- 
ment, finance, accounting, produc- 
tion, and_ especially, constantly 
rising quality control. 

Mr. Todd concluded, “We at 
United will continue to support with 
research and development funds our 
belief that the opportunity for 
technological progress exists. Suc- 
cess will depend not only on the 
ingeniousness of our designers and 
inventors, but to a great extent on 
the cooperation and support of the 
shoe manufacturers—on the skill- 
fulness with which shoemaking art 
and machinery science can be 
blended.” 

[TURN TO PAGE 28, PLEASE] 
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Prescription Footwear Group Organized in Milwaukee 


MILWAUKEE—Stan Sadjak, 
Stan’s Bootery, was chosen national 
chairman of the board of directors 
of the newly formed Certified Pre- 
scription Footwear Applicators. This 
fledgling trade group, intended to 
encourage higher standards in fitting 
and merchandising basic and pre- 
scription footwear, was founded by a 
group of local dealers at an organiza- 
tional meeting held January 25, at 
the Plankinton House. 

Other members of the board of 
directors include Ellis Brouwer, 
Brouwer’s Shoe Company; Jean Fon- 
taine, Jean Fontaine Junior Foot- 
wear; Jack Hillman, Foot Support 
Shoe Store; John D. Ripple, J. J. 
Ripple Shoe Company; and Michael 
A. Sadjak, Sadjak Shoe Store. 

Named as national executive secre- 
tary was Charles A. Roberts, D. S. C., 
Sherman, Tex. 

According to executive secretary 
Charles A. Roberts, who had earlier 
conducted a series of educational 


conferences here with local shoemen, 
“We are in hopes that this organiza- 
tion’s members will become recog- 
nized by all branches of the healing 
arts as sincere and qualified applica- 
tors of basic and prescription foot- 
wear. Our intentions are to establish 
and maintain standards of training 
and ethics. Specific requirements for 
membership and certification will be 
formulated in meetings scheduled for 
the near future.” 

The founding Milwaukee group 
will hold monthly meetings. A bulle- 
tin to members will be issued by 
Charles A. Roberts from his head- 
quarters in Sherman, Tex. Dealers 
interested in the new organization 
can write him at P. O. Box 760. 

Tentative plans include calling a 
national meeting sometime in Octo- 
ber during the Independent Shoemen 
convention in Chicago. Attempts will 
be made at that time to provide a 
nationwide base of support for the 
trade group. 





Michigan Shoe Travelers 
Shifts Detroit Headquarters 


DETROIT — The Michigan Shoe 
Travelers’ Club has moved its De- 
troit headquarters from the Wolver- 
ine Hotel to the Statler Hotel. In 
the future, all shoe shows spon- 
sored by this organization will be 
held in the Statler Hotel. 

The next scheduled show will be 
the Michigan Shoe Caravan on 
March 16, 17 and 18. 

The Michigan Annual Shoe Fair, 
jointly sponsored by the Michigan 
Shoe Travelers’ Club and the Michi- 
gan Shoe Retailers Association, will 
be at the Statler on May 11, 12 
and 13. 





Plymouth Appoints Freedman 
Divisional Sales Manager 

MIDDLEBORO, MASS. — Arthur 
Freedman, member of a well-known 
Brockton shoemaking family, has 
been made divisional sales manager 
of the Plymouth Shoe Company 
here. He will handle all sales work, 
both in-stock and make-up, through- 
out the West Coast territory, ac- 
cording to Alan Goldstein, Plymouth 
president, who announced his ap- 
pointment, effective March 1. 

Mr. Freedman’s previous experi- 
ence in the shoe business includes 
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nine years with A. Freedman & 
Sons of New Bedford, where he 
gained a thorough knowledge of the 





ARTHUR FREEDMAN 
manufacture and selling of men’s 
style shoes. Following this he was 
for a time a sales representative for 


the Songo Shoe Manufacturing 
Corporation of Portland, Me., and 
has served also as sales manager 
of the Paymaster Corporation. He 
joined Plymouth about one year 
ago, concentrating on sales and 
styling for both the Plymouth and 
Pilgrim divisions. 

Mr. Goldstein said the decision to 
appoint Mr. Freedman was dictated 
by growing business on the West 
Coast. 

Mr. Freedman succeeds Richard 
C. Pape, who has resigned. 





CPA’s Ask Income Tax 
Change in Expense Rule 

WASHINGTON, D. C. — The 
federal tax law does not support 
the recent Internal Revenue Service 
announcement that employes may 
be required to report expense ac- 
count money on line 6(a) of their 
1958 tax returns, according to the 
tederal taxation committee of the 
American Institute of Certified 
Public Accountants. 

In testimony before the House 
Ways and Means Committee, Wallace 
M. Jensen of Detroit, chairman of 
the 50-member committee of CPA’s, 
maintained that the Revenue Code 
as it now stands does not authorize 
the inclusion of reimbursed expenses 
as gross income, except where they 
represent indirect compensation. He 
urged Congress to amend the statute 
to make this clear. 

The Internal Revenue Service has 
indicated that taxpayers will be re- 
quired to include all reimbursements 
as gross income. 

“It seems clear that such reim- 
bursements are at most loan trans- 
actions between the employer and 
the employe,” Mr. Jensen said. “As 
such, they do not have any of the 
economic characteristics of income.” 
He warned that much litigation 
would result unless Congress amend- 
ed the law. 

The CPA committee submitted 
251 recommendations for amend- 
ments to the federal tax law dealing 
with imperfections, uncertainties, 
hardships and unintended conse- 
quences under the law. 





Kirby’s Plans TV Promotion 


SAN FRANCISCO—An extensive 
television sales promotion campaign 
will be carried on during 1958 in 
three principal West Coast areas by 
Kirby’s Shoes, Los Angeles retail 
shoe store chain. 

The company will sponsor chil- 
dren’s programs on television sta- 
tions in Los Angeles, San Francisco 
and Bakersfield, to spotlight the line 
of children’s shoes carried by 
Kirby’s. 

Approximately $80,000 will be 
spent on the campaign. 

In addition to television, Kirby’s 
will also continue a strong newspa- 
per advertising effort and sponsor- 
ship of AAU basketball teams in 
Southern California. 
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Factory Management Plans Women’s Shoe Discussions 


NEW YORK — Three days of 
“free-swinging discussions” will 
highlight the women’s technical 
shoe sessions at the Factory Man- 
agement Conference in Cincinnati, 
February 15-18, according to K. G. 
Taylor, chairman of the Women’s 
Shoe Group and a production execu- 
tive at General Shoe Corporation. 

Certain subject areas have been 
pre-scheduled for open discussion. 
These include new machinery, con- 
veyor systems, cutting and fitting 
operations, lasting, bottoming, mak- 
ing and packing room procedures. 

A special session of the women’s 
group will be devoted to Foremen 
Training and Development. Chief 
speaker is Raymond D. Jarvis, man- 
ager of Management Development, 
International Business Machines 
Corporation. Mr. Jarvis, who is 
scheduled to address the entire 
Conference on Saturday, will de- 
liver a special presentation on Sun- 
day before the women’s shoe group, 
and dealing with foremen training 
related to specific problems in 
shoe factories. 

The women’s sessions will be 
divided into two groups: $9.95-and- 
up footwear, with the following 
group leaders: Robert Axline, 
Brown Shoe Company; Ralph War- 
ner, Dixon-Bartlett Company; Gus- 
tav Frost, Andrew Geller and 
Joseph Stillwell, Dunn & McCarthy. 
The $8.95-and-down group will be 
under the direction of the fcllow- 
ing group leaders: Virgil Jeffers, 
International Shoe Company; Rob- 
ert Lockridge, Craddock-Terry Shoe 
Corporation; K. G. Taylor, General 
Shoe Corporation and Brandon Ed- 
mondson, General Shoe Corporation. 

Said Mr. Taylor, “Our Factory 
Management Conference sessions 
are growing richer in practical re- 
sults with each passing year. 
Women’s shoemaking is reaching a 
really scientific level and research- 
mindedness, thanks to the fresh, 
inspirational ideas stemming from 
our technical sessions. Right be- 
fore our eyes we're seeing the 
women’s branch of the industry 
change from a craft to a science. 
This is already bringing fruitful 
results for manufacturer, retailer 
and consumer alike.” 

Combined practical experience in 
children’s shoe making totaling 4,000 
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years is available to delegates at the 
Factory Management Conference un- 
der way here, according to Lucian 
French, chairman of the Children’s 
Technical Sessions. 

In addition each of the welt, stitch- 
down and cement shoemaking groups 
has a special program. A feature of 
the cement shoe program will be a 
talk on “Training of Fitting Room 
Operators” by William Edwards. The 
welt program will discuss new domes- 
tic and foreign machinery. The 
stitchdown will focus attention on 
the advantages and disadvantages of 
solid sizes versus mixed sizes, adop- 
tion of new dies and patterns and 
foremen training. Morton Bromfield, 
industrial management consultant, 
will discuss automation. 

Group leaders for the cement shoes 
sessions are David Ward, Trimfoot 
Company; Manley Tuttle, Endicott- 
Johnson, and G. H. Bostock, G. R. 
Kinney Corporation. The welt ses- 
sions will be led by James Greeley, 
Herbst Shoe Company; Earl Schlot- 
terbeck, Hagerstown Shoe Company; 
Martin N. Landay, Green Shoe Man- 
ufacturing Company, and Eugene F. 
Hess, Hubler Shoes, Inc. Stitchdown 
group leaders are Herbert Davis, 
Gotham Shoe Company; Robert 
Fleming, Waynesboro Shoe Manufac- 
turing Company, and Milton Gold- 
stein, Empire Shoe Manufacturing 
Company. 





Edward L. Davis Appointed 
Secretary by NESLA 


Edward L. Davis, who has been elected 
to the newly-created post of secretary 
of the New England Shoe and Leather 
Association. He joined the association 
staff in 1951, having previously been 
personnel director of the H. H. Brown 
Shoe Company of Worcester, Mass. He 
attended the University of Massachu- 
setts and holds the rank of commander 
in the Naval Reserve. 


‘Extraordinary Costs’ Cause 
Drop in International’s Net 


ST. LOUIS — International Shoe 
Company’s net income dropped from 
$3.53 a share in fiscal 1956 to $2.88 
in the year ended November 30, 
1957. In dollars this represents a 
drop from $11,849,497 to $9,577,281. 

The company placed the reason 
for the decline upon “extraordinary 
costs” involved in consolidating 
some functions, changes in sales and 
distribution, and the introduction of 
an electronic computer. 

Byron A. Gray, chairman, and 
Henry W. Rand, president, said 
these moves are now largely com- 
pleted and similar costs will not be 
encountered to such an extent again. 

Another contributing factor in the 
drop was a non-recurring income in 
fiscal 1956 of $1,101,325, equal to 33 
cents a share. 

In 1957 the company reorganized 
distribution in the St. Louis sales 
divisions, the report said. Under the 
change, regional distribution centers 
were established at Atlanta, Man- 
chester, N. H., while the remainder 
of the country was served from St. 
Louis. 

The consolidation of the general 
line of finished shoe stocks helped 
reduce inventories from $74,409,138 
to $71,613,174. In 1957 the company 
produced 50,952,354 pairs of shoes, 
a decline from the 53,433,683 pro- 
duced in the previous year—a drop 
caused by the shrinking of finished 
shoe inventory. 


Michael Rossman Resigns 
As Songo Vice-President 


BOSTON—Michael Rossman, 
widely-known shoe industry execu- 
tive, has resigned as vice-president 
and general manager of the Songo 
Shoe Manufacturing Corporation of 
Portland, Me. 

Mr. Rossman, a veteran of 20 
years in the shoe business, gained 
national recognition several years 
ago for developing a safety program 
for the Maine shoe and leather in- 
dustries. He was formerly sales 
manager, general manager and vice- 
president of Medwed Footwear 
Company in Skowhegan, Me. 

He will make his future plans 
known at the Leather Show at the 
Waldorf-Astoria Hotel later this 
month. 








December Shoe Production 
Shows 6 Per Cent Climb 


WASHINGTON, D. C.— Decem- 
ber footwear production of 44 mil- 
lion pairs was six per cent above 
the 41.7 million pairs produced in 
December of last year. Figures 
were released by the apparel 
branch, Industry division of the 
Census. 

Shoes, sandals and playshoes, ac- 
counted for 39.5 million pairs, 
breaking down as men’s other than 
work, 6.4; men’s work, 1.9; youths’ 
and boys’, 1.8; women’s dress and 
work, 13.6; women’s sandals and 
playshoes, 6.4; misses’, 3.1; chil- 
dren’s, 2.9, and infants’ and ba- 
bies’, 3. 

Athletic shoes production was .4 
million pairs, while slippers for 
housewear totaled 3.4 million pairs. 

Of the total production New En- 
gland accounted for 14.1 million 
pairs; Middle Atlantic States for 
12.1; East North Central States for 
5.8; other division for 11.6; Mis- 
souri, 5.4; Tennessee, 1.7, and other 
states, 4.4. 


N. Y. Shoe Board Moves 


NEW YORK—tThe Shoe Manu- 
facturers Board of Trade of New 
York, whose 22 members produce 
women’s high-grade shoes in New 
York, Long Island City and Brook- 
lyn, has moved from the Salmon 
Tower on 42nd Street to Room 6911 
in the Empire State Building. 





Complete Shoe Automation 


Not Likely, Say Experts 
[CONTINUED FROM PAGE 25] 


Mr. Vonchyx, Compo Shoe Ma- 
chinery, declared higher levels of 
production efficiency can be attained 
if controlling factors in shoemaking 
—such as machinery, processes, and 
man-hour productivity are “re- 
shaped.” 

He said advances in chemical 
engineering will continue to play an 
important role in industry growth. 

Mr. Kambourian, of International 
Shoe Machinery, pointed to the 
cement-processed shoe as one of the 
most significant current develop- 
ments in the shoe industry. Because 
it is economical, eliminating skilled 
and costly operations, he prophesied 
three out of four pairs of the 
average man’s shoes will be of the 
cemented variety within a few years. 


28 


New Leather Color Debuts 


NEW YORK—tThe colors commit- 
tee of the Tanners’ Council of 
America announced approval and 
availability of standards for a new 
leather color previously selected for 
fall, 1958. It is Damask Rose, re- 
flecting growing interest in the rosy 
reds shown by leading coutouriers. 
It is the clear blue-red of the Amer- 
ican Beauty and is available in 
suede and smooth leathers. It is 
an entirely new departure in suede 
tones for fall as it is brighter and 
livelier than the vintage and wine 
tones, the committee said. 





Brockton Shoe Producers 
Okay One-Year Contract 


BROCKTON, MASS. — After 
several weeks of negotiation, South 
Shore shoe manufacturers and their 
workers have agreed on a new one- 
year contract. The new contract 
provides a_ five-cents-an-hour in- 
crease for workers who are paid on 
an hourly basis; and a three-per- 
cent increase for piece workers. 
Another feature of the contract is 
a five-cent increase in the minimum 
wage rate, bringing the minimum 
to $1.174%%. Affected by the contract 
are about 4,000 workers employed 
in 17 factories. 





Representing the manufacturers 
during the negotiations was the As- 
sociated Shoe Industries. Employes 
were represented by the Brother- 
hood of Shoe and Allied Craftsmen. 





Brown Shoe Enlarges 
Its Executive Committee 


ST. LOUIS — Brown Shoe Com- 
pany announced the enlargement of 
its executive committee. Clark R. 
Gamble, president of the company 
and chairman of the policy-making 
executive committee, announced the 
appointment of three additional 
vice-presidents to the executive 
committee. 

They are Milton Frank, president 
of the Wohl division; Louis J. 
Schaefer, vice-president in charge 
of sales of the Brown division; and 
Monte E. Shomaker, vice-president 
in charge of manufacturing of the 
Brown division. 

Mr. Gamble said the appointment 
of the three new members to the 
committee will give greater repre- 
sentation to retail, selling and man- 
ufacturing divisions. 

Continuing members of the exec- 
utive committee, in addition to Mr. 
Gamble, are John A. Bush, chair- 
man of the board of directors, and 
Eugene R. McCarthy, vice-chairman 
of the board of directors. 





More Bay State Shoe Wages Paid in 1956 Than 1955 


BOSTON—The Massachusetts shoe industry paid more wages in 1956 
than in 1955, according to the New England Shoe and Leather Associa- 
tion’s analysis of 1956 census reports—the latest year available—just 
released by the Massachusetts Department of Labor and Industries. Text 


of the NESLA report follows: 


Average Number 


Total Amount 





of Production of Wages Paid Value of 
Boots and Shoes, Number of and Related a the Year Products 

Other Than Rubber Establishments Workers (Gross) (F.0.B. Plant) 
Massachusetts, 

a : 240 39,093 $112,132,471 $389 ,242,017 
Boston...... ; 24 3,186 ,808, 37,849,842 
Brockton..... 20 3,154 9,539,697 34,711,599 
Cambridge........... 6 1,363 4,145,998 14,557,892 
Rr ae 29 4,857 13,717,154 44,114,115 
Hudson 4 443 1,015,223 3,817,518 
Lawrence 14 2,577 6,981,372 23,540,636 
EROS 12 2,556 6,256,213 20,658,370 
ee ae eee 29 2,331 6,674, 21,925,862 

NG oils « xac 5. 7 1,678 5,226,101 19,792,327 
Middleboro......... 5 1,113 2,994,113 10,988 ,028 
| Aes 4 880 2,283,199 8,038,133 
OU sia. ck. 5 364 946,381 3,654,397 
Webster......... 4 1,203 3,044,052 9,878,857 
Worcester . 12 1,729 4,554,861 18,040,828 

NOTE—Data listed above preliminary; subject to minor revision. 
Massachusetts, 
1955 Total*........ 243 40,369 $108 ,094,319 $368 , 689 ,689 





*Includes more areas than shown in table; communities with less than 4 


establishments. not listed separately. 
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spare time 


SLIP-ON 





#1700—BLACK PURITAN CALF 





$21.95 TO $65.00 





100 STYLES IN STOCK — RETAILING FROM 





#1701—BROWN PURITAN CALF 


EASE AND 


#1720—IMPORTED 
BLACK SHRUNKEN CALF 


ELEGANCE UNEXCELLED 


Here now, two very special casuals designed to suit a 


fashion-wise man with leisure on his mind right down to the 


% 
ground. With these two Stetsons on hand he is set with footwear 
S a ' i i } i< to go along in grand style with any “at ease” ensemble he may 
choose to wear at any time. Both the Spare Time Tie and the 


Spare Time Slip-on are crafted with a wonderful new “light 


TIE touch” that leaves not an ounce of needless weight for a man to 

carry. Unlined, with extremely supple soles, they’re flexible as 

Sere ~ Tan poneiea ces the foot itself. They’re an indispensable, sales making twosome 
#1725—LIGHTWEIGHT RUBBER SOLE the more so because of their moderate retail price—about 


$21.95, slightly higher Denver, West . In stock in March. 
THE STETSON SHOE COMPANY, INC., South Weymouth 90, Mass. 





hitch your wagon to a star... 


Ae Re 


$5-$6 CHILDREN’S SHOES 


America’s fastest growing 
juvenile shoe line 


Blue Star sales keep rising . . . month after 
month after month. The reason: style 
leadership in footwear that fits better and offers 

every feature of shoes selling up 
to $2.00 more a pair. COMPARE! 


Write, wire or phone collect today for complete information about a franchise in your city 
BLUE BONNET SHOE COMPANY, MANUFACTURERS, 5 FRANKLIN STREET, LAWRENCE, MASSACHUSETTS 








The “Flying Cloud" — once the 
world's fastest ship and _ still > | 
celebrated as a master achieve- 
ment of shipbuilding skills. 


Footjoy's spiked golf shoe by Field and Flint 
in Lawrence Continental Calf C-24. Despite 
bad weather and ground conditions the hardy 
leather remains flexible, preserves its shape. 


Edwin Clapp's finely-detailed 
wing-tip oxford in lustrous 
Lawrence black Saxon Calf 
550~—a classic both in crafts- 
manship and leather. 


This is individuality 


LAWRENCE 
CALFSKIN 


Deep-toned coloring, supple texture, 
smooth finish with a softly-polished 
gleam — characteristics like these 
make Lawrence Calfskin unique 
among fine leathers. Handsomely 
worked ... carefully treated 


Lawrence Calfskin is the product of 
master craftsmanship, the perfect 
complement to master shoe styling 
— truly the calfskin of individuality. 


A. C. Lawrence Leather Co., a division 
of Swift & Company (Inc.), Peabody, Mass. 


rOnC?g_ 


CALFSKIN 


THE BETTER PART 


OF BETTER BHOES 


Johnston and Murphy's elegant 
square-toe slip-on—the newest in 
shoe styling, adapted from the Ital- 
ian in luxurious Lawrence Polo 
Calf® A-6. 





THE BIG SHOE NEWS 
Gor Spreng, and Summer! 


CONVERSE 


Let these high-stepping 
ballerinas lead your sales parade. 
Designed for multiple sales. 
Washable by hand or 
machine. Exciting 
every step of 
the way. 


Canvas footwear, make Converse your — 
major line for Spring and Summer selling, 


For the whole family. 

Feature the proven 
Converse UNI-MOLD 
construction. New 
styles and colors. 
Converse quality 
means extra 

pairage 


For indoor sports and 
outdoor use. Only in 
Converse will you find the 
TRIPLE ‘C’ COMFORT 
CUSHION ARCH. 
Trade-up with Converse 
quality for extra sales. 


CONVERSE RUBBER COMPANY 


MALDEN 48, MASSACHUSETTS qg 4 Oh v 
Chicago Branch: 2000 Mannheim Road, Melrose Park, Ill. 1908 195 


\ YBAR 
100 Freeway- Boulevard, South San Francisco « 241 Church Street, New York 13,N. Y. 





Announcin g 
Monarch Model 67... featuring 


Price-Marking 
plus 


Stock Control 






. lh When sold, upper 
(gummed) part « 
eee wit remains in place 
ti Lower (ungummed) 
re! r ite : : part is easily 
p y This portion removed for stock 


of label is 
control records 


gummed A gummed. 


~- 
Oe ae a 
~ 


S bE AN S ‘@) This portion 
(below 
perforation) Remove labels 
La bel S is not from protective 
: gummed. backing and 


apply to 
merchandise. 


... with 
2-Part 
Tickets 


and Tags 


Both sections of 
tags printed from 
one setting of type. 
KIMFLEX TICKET 





The new MONARCH Model 67 combines neat Fill out the coupon, attach to your letterhead and mail for complete information. 
legible price-marking with an economical stock ee =e ee 
: : The sarking System Company 
control method. This speedy motor-driven model 216 South Yeivenus Shect, Buvten 8, Chic 
price-marks one to six lines of stock and selling 
information on tickets, tags and labels in rolls. 
Available also as a hand-operated model. Send 
coupon for full information and sample Stock 
Control tickets, tags and labels. 





| 

| 

| 

| am interested in a Monarch Model ‘67"' Stock Control price- | 
marking machine. Send me information on it—without obligation. 
| 

| 

{ 


NAME heii anaieniinj ils nincniataibati 
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These Fine Companies Distribute 
shaw «s in iw 


Shoes Throughout 


“mee Sales were UP 18% for 1957! 


2318 First Avenue, No. 

Birmingham 3, Alaboma 
ARIZONA 

Copeland Wholesale Mdse Co. ul » 

441 W. Madison Street \ On. —— sales figures continue to 

Phoenix, Arizona : ; ta 
ARKANSAS . 

Helena Wholesale Dry Geods Co. 

Heleno, Arkansas 


Henry Rephan Company, Inc. 

101 E. Washington Street 

North Little Rock, Arkansos 
CALIFORNIA 

Glaser Shoe Company 

63 First Street 

Son Francisco 5, California 


Osser & Friediand Boot & Shoe Co. 
818 So. Los Angeles Street 
Los Angeles 14, California 
The Von Voorhies Phinney Co. 
322 ‘'J'* Street 
Socramento, California 
COLORADO 
The Joseph P. Dunn Shoe & Lea. Co. 
1825 Lowrence Street 
Denver 2, Colorado 
FLORIDA 
J. H. Churchwell Company 
301 E. Boy Street, P.O. Box 1019 
Jacksonville 1, Floride 


GEORGIA ; - plus Shaw's unique Toile ; 


Gramling & Collinsworth, Inc. 

84 Central A , So. W. 2 ve , 

Attonte 3 } tee An outstanding new gore slip-on, ———— Builder way of supplying 
eg 9 block Cossack with black Morocco grain you with OVER-NIGHT DE. : 


219 W. Monroe Street underlay, steel arch, Nylon stitched, right LIVERY from our over 60 
Chicago 6, IIlinois and left quarters, black welt with white distributors, serving every 


John Moser & Son e 
2027 Se. Adoms Street stitch, Nuclear outsole, rubber heel, on in #1 ry ; 


Peoria 2, IMinois our NEW No. 15 Combination last. pe. 
Springfield Leather Company IN-STOCK to retail profitably at “a Was your inventories are low, 


wate Bye toed $10.95. Also in brown as £1512. Ma ~ your profits high! ‘These 
eX ( ‘¥@\ Shaw features, with shoes 


E. P. Bayless Shoe Co. 


1202 E. New York Street \ J H sone 

Indianapolis 2, Indianc . - ata moderate price, mean 
1OWA Sp 4 dollars in your pocket! 

Harbeck Footwear Compony : 

216 Pearl Street : 

Sioux City 12, lowe 


hi Ss Co 
Sixth ee ~~ Swng N A T | ‘@) N A LLY 
Dubuque, lowe 
The Otis Leather Company ADVERTISED IN mene 
423 Second Street, So. E 


Cedar Rapids, lowa ; “ WRITE TODAY 
ayy “ag ‘By for the name of your nearest 
Scottsville, Kentucky Shaw Trade Builder distributor 
LOUISIANA and new IN-STOCK catalog. epee 
ae een oe showing our complete line of POS] 
New Orleans 16, Louisiana men’s casual, dress, work and 


f hoes. 
gota ea Outdoor Life; 


W. S. Emerson Company, inc 


192 Exchange Street ee a SHAW, Inc., 


Bangor, Maine 


MASSACHUSETTS i i 
M. T. Shaw Shoe Co. of N. E., Inc. Coldwater, Mic higa n 
162 Chestnut Street 

a : ce She seer eee e OR e eee fee? ee” 
American Shoe Company ae ew 


all ag daa Reliable Wholesalers, Inc. Newell & Dorsch Co. Department 535 
e 113-115 Seneca Street 953 Penn Avenue 1665 Bennett Road 
yy wag he akg acy Buffalo 3, New York Pittsburgh 22, Pennsylvania s oO. ng hag . 
. Divisio venue OHIO . € Eri | alt Lake City , Ute 
Grand Rapids 2, Michigan The Ainsworth Shoe Company top swe tay hve of Erie, Inc. VIRGINIA 
Michigan Shoe Company ae a Erie, Pennsylvanic ey gg iy vad Company, Inc. 
- : . 
—— es ash haem D. $. Peterman & Company Richmond 19, Virginia 
MINNESOTA mwa 110 No. George Street WASHINGION 
J. W. Love & Co. ne, conn —— The Adams Leather Co. 
21 No. Fourth Street Cleveland 13, Ohio NESS Corner Second & Wall Streets 


Minneapolis, Minnesota McCallie Shoe Company Spokane 1, Washington 


MISSOURI The Black & Grant Company 316 W. Jackson Avenue , 
peti Zanesville, Ohio P. O. Box 63 Washington Shoe Company 
merican Shoe Co., Inc. 4 : 163 k 
1329 Washin Jaffe Shoe Corporation Knoxville 1, Tennessee 63 Jackson Street 
igton Avenve Seattle 4, Washington 
St. Louis 3, Missouri 665 W. Bowery Street Wm. R. Moore Dry Goods Co. . 
NEW MEXICO Akron 7, Ohio P. O. Box 347 WEST VIRGINIA 
Henry Hillson & Co. Trade Builder Shoe Company Memphis 1, Tennessee jaded gg neh fh nar ncael 
P. O. Box 828 (Robert Graefe Lea. Co.) XAS WISCONSIN’ ost Virginie 
407-9 Second Street, So. W. 1428 Race Street Hinckley Shoe & Leather Co., Inc. G len B Lenttier C 
Albuquerque, New Mexico Cincinnati 10, Ohio 1715 Levee Street 1437 Ne. Third roe 95 ons 
NEW YORK PENNSYLVANIA Dallas 7, Texas ae ee 
Hurd Shoe Company, Inc. Arentierg-Plotkin Shoe Company ’ » Comes 
Main & First Streets 301 Penn Avenue + gg: eared iy St. H. C. Roenitz Co., Inc. 
Utica 2, New York Scranton 3, Pennsylvania P. O. Box 336 57-83 Josslyn Avenue 
Powell & Campbell, Inc. Bell, Walt & Co., Inc. Houston 1, Texas Oshkosh, Wisconsin 
122 Duane Street 418 Arch Street UTAH The Schwahn-Seyberth Co. 
New York 7, New York Philadelphia 6, Pennsylvania ZCMI Wholesale Distributors Eau Claire, Wisconsin 


Milwaukee 12, Wisconsin 
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>. a: _wa a GALAXY CALF 
's : ig ' highly-refined texture 


* i a >. « : 
- wie ~e*t for high-fashion shoes 





dramatic character for handsome new shoes 


For dramatic new shoe styles, dramatic dress. New Galaxy Calf steals any show 
with the mystery of black...the soft, rich glow of a superior tannage...the subtle : LEATHERS 
texture only fine tanning can provide. Sell this better leather to men of all ages— AU), 


and watch your shoe sales rise. / A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wis. STANDARDS OF EXCELLENCE 


. 
. 
. 
. 
. 

. 
. 
+ 
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Jato, CHALKING UP PROFITS FOR YOU! 





fastener 


No more tears or trouble with laces. 





(Shu-Lok fastener for Children’s and Little Gents’ shoes, sizes 8% to 12) 


Mothers know about the Shu-Lok faStener 
and they want it on their children’s shoes now. 
Nothing ever invented saves them so much 
time and trouble, because even little children 
can put on their own shoes. Nothing ever in- 
vented looks neater or trimmer...or improves 


fit so muchas this great new Shu-Lok fastener. 

Nothing ever invented for children’s shoes 
has such unique sales potential. Already 
millions of pairs have been sold in the larger 
sizes. The children’s sizes are following in the 
same footsteps. 


STOCK AND PROMOTE THE SHOES WITH THE TALON SHU-LOK FASTENER—IT’S THE KEY TO BIGGER SALES! 





So easy, little children can put on 








Saves mother time and exertion. She’s 
already sold on the Shu-Lok fastener. 


snap to close. 


their own shoes. Just flip to open, 


Just seconds to adjust to perfect fit 
— by salesman in store —or at home 
by mother. 





Retailers may send requests for FREE replacement parts to TALON, INC., SHU-LOK FASTENER DIV., MEADVILLE, PA. 


36 


Boot and Shoe Recorder 








FO R 





10:0 YE ARS. A MOO 7 FRA STEED NAME IN TANNINS 5 opeiaiaalmetuepicn canna S 







Tight Money on 
the Way Out 


\WInGirineiin Newsreel 








Aspirin for 
Isusiness Headaches 


Look for More Young 
and Part-time Workers 











by George H. Baker 


Now that the cost of borrowing money has come down, the White House 
is anxiously watching for a pick-up in business. If factory output and 
consumer sales show signs of improving, bank interest will level off at 
its present rate. But if the cheaper money rates fail to inject new life 
into the lack luster business picture, you can look for still further reduc- 
tions in credit costs. 

Democrats in Congress are hailing the reduction in interest rates, but 
criticize the Administration for being so long in bringing it about. Even 
if factory production starts to climb right away, it will be several months 
before the improvement finally shows up at the consumer level. 

The Federal Reserve Board also has reduced from 70 per cent to 50 
per cent the required cash down payment for buyers of stocks. This 
move, like the lower interest decision, is calculated to stimulate new 
activity in investment markets. 

It all adds up to this: Tight money has about run its course. It will be 
less difficult, from here on, to borrow money for businesses expansion, 
to buy new inventory stock, or to add to working capital. 


Some of the retail business headaches caused by federal income tax 
rules requiring all records, books and sales slips to be kept indefinitely 
may be removed. 

Reliable sources inside the Internal Revenue Service say the agency 
has tentatively agreed to issue new rules recognizing retail complaints. 

The new rules, if approved, will for the first time set a limit on how 
long detailed records, such as sales slips, must be kept, and exactly which 
records must be kept forever. In addition, they will indicate which 
duplicate records may safely be destroyed. 

Under present regulations, all retail store records must be kept forever. 

Retailers have complained to IRS that the present situation causes 
tremendous difficulties in storage, particularly for the smaller stores in 
which available space is at a premium. 


You can expect to hire more young people and more part-time workers 
over the long pull. New studies and forecasts prepared by the U. S. 
Department of Labor point up these trends concerning the hiring of 
workers during the next 10 to 15 years. Here’s what to look for: 

© A large increase in the number of young people available as sales- 
people and as office help. 

© An increasing number of middle-aged women will seek part-time 
work, 

® More men over 65 and more women over 62 will take on part-time 
jobs (due to liberalization of social security rules). 

The coming rise in the number of young people looking for jobs is 
due, of course, to the big gains in the national birth rate during the 
1940s and 1950s. And because there will be so many young people look- 
ing for jobs at the same time, the competition among them will be sharp. 
Merchants will have a wide choice in selecting their new workers. But 
keep in mind that they’ll be inexperienced, and will require training on 
your part. In addition, the many adult women that will reenter the labor 
market also will require some training. 








White House Favors 
Consumer Statisties 


Build Case for 
Retail Wage Control 








Newsreel @ @ @ (continued) 

















The preference for part-time work by employes seems to be growing. 
As unions demand and win shorter workweeks, some workers naturally 
look for extra work to occupy their time. And others, who are on the 
semi-retirement or who have small incomes from sources other than 
employment, will be looking for part-time work in retailing. 


The government will be in a better position to tell retailers how the 
buying public spends its money, if White House proposals for improving 
consumer statistics are approved by the Congress. 

Present cost of the government’s statistical programs is running at the 
rate of $32.9 annually. President Eisenhower is asking that this sum be 
increased to $34.9 million annually. The extra $2 million a year would 
buy much valuable data for the benefit of retailers, Mr. Eisenhower says. 

Here are the principal improvements in statistical programs being 
asked by the White House: 

© An increase of $100,000 a year to report monthly on retail trade 
accounts receivable. 

® An increase of $100,000 a year to report in greater detail than at 
present on retail and wholesale inventories. 

® An increase of $75,000 to report fully on the “commodity flow” as 
it relates to manufacturers’ sales, inventories, and new orders. 

® An increase of $100,000 to bolster the retail and wholesale price 
indexes compiled by the Bureau of the Labor Statistics, U. S. Department 
of Labor. Mr. Eisenhower says the extra funds would permit the BLS 
to make its retail and wholesale price indexes more accurate indicators 
of prices. 


Congressional investigators are building a massive case for federal con- 
trol over retail wages. As a result, both Senate and House may this year 
vote to bring nearly all retail outlets under national minimum wage rules. 

Rep. Phil M. Landrum, D., Ga., is the new chairman of the House 
Labor sub-committee on minimum wages. He succeeds the late Rep. 
Augustine B. Kelley, D., Pa. Mr. Landrum is generally regarded as 
being less “liberal” than Mr. Kelley, but nevertheless he is committed 
to the principle of extending federal wage and hour controls to all but 
the smallest retail firms. 

Mr. Landrum has ordered new public hearings on the subject of 
federal wage standards and their extension to retailing. He will add the 
new evidence to last year’s record of hearings, which is substantial. The 
outcome could be a strong recommendation from the subcommittee for 
legislation to bring under federal control all retail operations not now 
covered by the federal wage laws. 

A Senate subcommittee last year voted to bring under federal control 
all retail stores doing more than $1 million annually in sales. So quick 
work by Mr. Landrum’s subcommittee could mean that the new controls 
will be enacted into law soon—unless congressmen find protests from 
retailers running so strong as to make the extension inadvisable. 


Government buying again will be an important factor in stimulating 
[TURN TO PAGE 108, PLEASE] 








MO PROJECTION. 
Perfectly flat surface inside 
assures wearer's comfort. 


THREADLESS BU 
WITH NYLON TACK 


. . . The New Klikon Threadless Button consists of 
a butt and a button. When put to- 
gether the button hugs the butt securely . . . will 


two parts... 


not . . . cannot come aport. The button can be 
molded in any color desired and can be attached 
with automatic equipment. The Klikon Threadless 
Button is the most practical closure yet for booties 


and storm footwear. For samples and the complete 


Klikon story use coupon, mail today. 


Mail This Coupon For Working Samples 


February 15, 1958 


A More Practical 
... Better Styled 
Closure For Booties 
stwear 


dmatic Equip- 
fbie on an annual 
al basis) 
e No Metal Parts To Rust Or To 
Catch Stockings 


e Colors To Match Or Contrast 
With Base Fabric, Rubber Or 
Plastic 


e Offers New Opportunities For 
Outstanding Styling 


e@ In Most Cases, Eliminates Need 
For Reinforcement Patch 


Klikon Automatic Attaching Machine 
available on an annual rental basis. 


RAU FASTENER COMPANY 
102 Westfield Street, Providence 7, R. I. 


Please send me working samples of the Klikon 
Threadless Button. 


NAME 
COMPANY ........... 
ADDRESS 


CITY 











Here’s High Style 


in women’s plastic footwear... 


TYE , iaillle | 


and De Lites 


Tyer’s new plastic fashion boots are getting 









an enthusiastic reception from dealers everywhere. 
One look at their exclusive quality features 
will tell you why. 





TYER Cascades This smart new boot 
has a black shantung pattern and a deluxe 


lining of contrasting grey. 


TYER DeLites DeLites are available in both 

clear and dusky snakeskin patterns. 

Cascades and DeLites will not crack or stiffen in 
cold weather. Other features include exclusive rolled 


top edges, anti-slip soles and reinforced heels. 
Heel Styles: Suggested retail prices: CASCADES $3.00 pair. 
DELITES $2.25 pair. Whole sizes only, 


4 through 11. 


Send coupon today for complete information. 


U5: 3. a 


ANDOVER, MASSACHUSETTS, 


TYER RUBBER COMPANY, Andover, Massachusetts, U.S. A. 


Gentlemen: Please send me complete information on Tyer Cascades and DeLites. 





NAME _ ne sikemcseiniiacisGusitiaotniesteaaniailiaanbiiribtiai, STREET. 
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Tenth Factory Management Conference, 
National Shoe Manufacturers Associa- 
tion, Netherland Plaza Hotel, Cincin- 


GON 2 oe. sacs Feb. 15-18 
Allied Shoe Products and Style Exhibit, 

Fall and Winter, Sheraton-McAlpin 

Hotel, New York City ........Feb. 22-25 
Second Annual Show, National Shoe 

Fabrics Association, Hotel Lexington, 

New York City .............. Feb. 22-26 
Leather Show, Tanners’ Council of 

America. Waldorf-Astoria Hotel, 

New York City ..............Peb. 25, 26 


Michigan Shoe Caravan, Michigan Shoe 
Travelers Club, Statler Hotel, Detroit 
March 16-18 
Shoe Fair, Northwest Shoe Travelers, 
Inc., Hotel St. Paul, St. Paul, Minn. 
April 26-29 
Advance Fall Shoe Market Week, New 
England Shoe and Leather Associa- 
tion, Hotels Statler and Touraine, 
Boston ...............March 30-April 3 
The Guild of Better Shoe Manufacturers’ 
opening of collections of fall styles. 
Showings in individual factory sample 
rooms. ............The week of April 21 
St. Louis Shoe Show, St. Louis Shoe 
Manufacturers Association. Hotels 
Statler. Lennox, Sheraton-Jefferson and 
Park Plaza, St. Louis..........April 27-30 
Ohio Shoe Travelers Fall Showing, Ohio 
Shoe Travelers Club. Deshler Hilton 


Hotel, Columbus, O. ........... May 4-6 
Shoe Show, Southeastern Shoe Trav- 
elers, Henry Grady, Dinkler Plaza, 


Piedmont, and Peachtree Hotels, At- 

HOES 5s kais sd wabaans pee 
Shoe Show, The Indiana Shoe Travelers’ 

Association, Hotel Severin, Indian- 

GONG nics 3 i cca s Kae ha eee ee 
Fall Shoe Fair, Southwestern Shoe Trav- 

elers Association, Adolphus, Baker, 

Southland and Statler-Hilton Hotels, 

es SOR oa as, aces May I1-14 
Michigan Annual Shoe Fair, Michigan 

Shoe Travelers Club and Michigan 

Shoe Retailers Association, Wolverine 

Hotel, Detroit ...............May 18-20 


Fall Shoe Show, Pennsylvania Shoe 
Travelers Association, Hotel Penn 
Sheraton. Pittsburah ..May 18-20 


Fall Shoe Market Week, West Coast 


Shoe Travelers Association, Hotels 
Alexandria and Biltmore and the 
Haas Building, Los Angeles ... .May 18-21 


Fall Shoe Show, Boston Shoe Travelers 
Association, Parker House, Boston 
May 18-2! 
Shoe Market, Midwest Shoe Travelers’ 
Association, Hotel Morrison, Chicago 
May 25-28 
Denver Fall Shoe Show, Mountain States 
Shoe Travelers Assn., Albany Hotel, 
Denver .. 55 a Rees ee ee 
Annual Shoe Show, Baltimore Shoe Club 
and Associated Shoe Travelers of 
Baltimore, Lord Baltimore Hotel, 


Baltimore Petter 
ae 


Elect Philadelphia Shoe Man 


PHILADELPHIA — Murray S. 
Rolfe, executive vice-president of 
Dalsimer’s, featuring women’s fash- 
ion shoes in the medium price range, 
has been elected to the board of 
directors of the Philadelphia Mer- 
chants Association. 


13-16 
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Laconians’ friendly spoof at shoemen, 


as featured in Laconians’ monthly publication: ‘‘Shoescaster’’* 


Dealer No. 5: 


The Listless Leopard. Left his lair just long enough for a too-short prowl 
through the Spring shoe show. Came home with nothing else but catty 
comments on smart new lines he wouldn’t even pause to paw through. Now 
his stock is never up to scratch, while the other cats pounce on profits with 
shoes he didn’t care to catch. 


Moral: 


Don’t let spotty styling or selection scare off Spring sales. Laconians are 
trained to track down wrap-ups by sending out a complete tots-to-teen line 
in infants, children, misses, little gents, youths, debs — by bringing out such 
bright new features as ribbed crepe soles .. . new Shu-Loks for tots... hooked 
eyelets for teens .. . T-straps for young girls and teens .. . tapered toes... 
light ’n airy flexible flats, Did you say value? Laconians value is proven equal 
or superior to 4 other nationally advertised brands at $2 to $3 more per pair 
retail! We're ready to guide your big Laconians Spring sales-safari, show you 
how to bring-’em-back-again, too. Can we plan an expedition at your store? 


dress, school and sport, cements and welts 
from tots-to-teens, In-stock, nationally advertised. 





*Fill out coupon, and receive 
this entertaining, informative booklet 
every month without obligation! 
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| SEND LACONIAN SHOESCASTER EVERY MONTH TO: 
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] 

Zone: State: I 
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LACONIAN SHOES CORP., | Buyer's Name: j 
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A new concept in shoe comfort brings you a new 


opportunity to increase sales! The Biarritz features 





velvet-soft unlined Llama Calf uppers on flexible, 
sueded soles. They’re so light — and so comfortable — 
you'll want to wear them yourself. By all means do — but 


don’t keep your discovery a secret. Tell your customers! 


Special advertising and promotional aids 
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Unusual flexibility is a hallmark of today’s best selling women’s shoes. And more and more 
they're being made with a magic new two-in-one material — Fibercork®— an insole and a cushion, 
both in one uniform material. Fibercork enhances the softness of any shoe construction, adds its 
own gentle resiliency. It’s a new material, made in a new way, with springy cork particles and 
soft felted fibers. Send for a sample. See for yourself how light. how flexible, how very resilient 
Fibercork really is. Armstrong Cork Company, 7702 Delaware Avenue, Lancaster, Pennsylvania. 





It’s Easy to Sell 
What People Want! 


= 

oF 4G 
Aa MOTHERS i“ 
yeoman: 
tp, ‘wcnaar 
ean sve 


AMERICAN JUNIORS FIRST CHOICE of Mothers and Children 


In an independent survey by 
Reuben Donnelley Company First in STYLE 
First in QUALITY 
First in VALUE 


Cusromers in your store are bound to prefer American eS 
Juniors just as they did by an overwhelming majority in a ** wt, 
nation-wide survey. It’s Easy to Sell- What People Want! + A * 
Ceneriom 
Suniors ~ »* 


AMERICAN JUNIORS SHOE COMPANY, INC. 


ONE ISLAND STREET, LAWRENCE, MASS 
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9556 Clipper. Pointed toe with a nautical touch. 

9557 Tartan. Jantzen plaid trim on solid color, pointed toe. 
9559 Regatta. White eyelets and tie strings on army duck. 
9553 Riviera. For all the family. Square tongue, moccasin toe. 
9558 Riviera. Flat-soled continental style. 

9554 Capri Sandal. Pointed toe with straw flower trim. 
9653 Riviera. Men's continental style with moccasin toe. 


9655 Sports Club. For men. Blucher style, moccasin toe. 











9556 





foot fashions in fabric =. 


by a famous name in play wear... 


A brand-new line of play shoes—for all the 
family—styled to match famous Jantzen beach 
and sports apparel! For price and product 
information, send for our 1958 catalog. 








9557 








9653 











Zon 


FUNTIME FOOTWEAR 








Ripon, Wisconsin 








FOOT FASHIONS IN FABRIC...BY A FAMOUS NAME IN PLAY WEAR 
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NASSAU. Custom fitting, glove leather flat. 

CANNES. Pointed toe, wrap-around tie. 

MONTE CARLO. Women's moccasin toe, slip-on style 
MONACO. Same style (as 1563) for men. 

TRINIDAD. Cowhide. Ivy League lining, convertible tops. 
CASABLANCA. Same style (as 1541) for men. 

BAHIA. Natural straw, peekaboo sandal. 

MARSEILLE. Men's unlined Blucher style in cowhide. 
ACAPULCO. Chukka-type. Shag leather or cowhide. 
DAYTONA BEACH. Men's Blucher in Taylon straw. 


THONGAL. Leather ‘n ‘lastic thong sandal—one of 
complete line of scuffs for the whole family. 








leisure leathers 


lead off a sparkling line-up... 


Lots of leather, plus a summery straw—that’s 
Ripon’s leisure-time line-up for the whole family! 
For price and product information, send 

for our 1958 catalog. 























Ripon Knitting Works, Ripon, Wisconsin 


FEATURING SOMETHING NEW A-FOOT: LEISURE LEATHERS 
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when is a bag more than a bag? 


scniieaiil dedicated tatiana We brAhang 


Then it’s not just a bag, but a walking advertisement 
in the hands of all your customers. That's why smart shoe stores like Wyman 


never underestimate the prestige-building power of an 


attractive packaging ensemble. Check your own wrappings. Are they working for you? 


Write today for more information about Wolf Brothers Limited Edition patterns. 


df ” 
vf br 1212 CALLOWHILL STREET - PHILADELPHIA 7, PENNA. 
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/ weather ! 


#902 
Hi-lo 

Fits any 
heel height 


Tell your customers you have the FASHION boot! 
Tell your customers you have DRIZZLE BOOTS® 
They are CLEARLY the best boots! 


28 BIG NATIONAL 
FASHION ADS 


RADIO SPOT CAMPAIGN 


in 18 leading markets to make DRIZZLE BOOTS 
the most “asked for” boot. To be sure you can 


sell your customers the boot they ask for... 


ORDER 


drizzle boots. 


TODAY ! 


gor a ' $802 
Hi-Heel ‘“ Cuban 
Fits high ae Fits cuban and 
; square heels 


In smoke grey 
or crystal 
clear. 

Retail — 

just $2 


ene ON trun op WRITE COFFEY-HOYT PRODUCTS, INC., Gardena, California 


I 2 
©" Guaranteed by 


Good Housekeeping 
Nor 


a 
AS apvennised TE 


February 15, 1958 


IN NEW YORK: 45 West 34th Street 
IN CHICAGO: Excel Bonded Warehouse, 3920-46 South Calumet 
or call your nearest warehouse or jobber 





they 
move 











FIVE STAR 


SHOES for CHILDREN 
I—7 


FIVE STAR FOOTWEAR CO., 43-01 22nd St., Long Island City 1, N.Y. ¢ STillwell 4-1975 
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Be “‘foxie” 


It’s as easy as A, B, C, to build 


sales... build profits...with Foxies 


all-new vinyl sandals for children 


free with initial 6 dozen orde 


Made by the makers of World Famous DRIZZLE BOOTS®, Foxies are 100% 
molded in one piece of Reziltuf®. Long wearing, Foxies will not become brittle 
or crack from exposure. Made in whole sizes only, Foxies are adjustable to fit 
all widths. Rust-proof nylon buttons... flexible, light-weight and 
shock absorbing, Foxies won’t slide or scuff. 
ee ee ee ee 


COFFEY-HOYT PRODUCTS, a division of 


RED OR WHITE PRINCIPLE PLASTICS, INC., Gardena, California 


Sizes 6-11 — RETAIL $2.00 
Sizes 12-4 — RETAIL $2.50 


Use this order blank to order 


FOXIES soo. 


use FOXIES to build sales and profits all 
summer long! 


Sizes 6-11—$14.40 per dozen $2.00 Retail 
Sizes 12-4 — $18.00 per dozen 2.50 Retail 6 doz. or more prepaid 


Date 





adi 

i 

i 

i 

i 

i 
2% 10 days eom—net 30 days. Write for quantity discounts! | 
PLEASE SEND - 
Foxies fet, 6 7 8 9 10 11 Foxes 84 12 131234 § 
| 

' 

$ 

i 

i 

i 

i 


NAME 





STORE 








ADDRESS 





CITY ZONE STATE 
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This boot has all the 
features most men want in 
an outdoor boot. . and more! 


New, exclusive non-skid ‘‘Ribbed"’ soles and heels. 


® Acme’s new, approved last for com- 
fortable, tireless wear. 


© Water and acid resistant, supple, 
full-grain retan uppers. 


e@ Firm, sweat-resistant Oak leather 
_ flexible insoles. 


@ Water and acid resistant leather 
Goodyear storm welting. 


@ Non-tarnishing brass eyelets and 
rawhide laces. 


@ Folded leather top binding. 


@ Full gusset tongue of soft grain 
leather, sewed all the way to the top. 


® Strong Nylon thread used in all 
fitting. 
@ Ankle conforming one-piece leather 


NATIONAL back-stay for extra support and extra 


MAGAZINE ADVERTISING strength. 
@ Steel shanks. 


A full page in Field & Stream, Outdoor Life and e ° 
Nagy . ® Both unlined and lined boots are 
Sports Afield kicks off a complete advertising 


stinddle of 27 cbela 89501 Seartemen con't available in two striking colors—Indian 
miss the story! Brown and Natural Retan. 


Window and counter displays, newspaper mats, © Lined boots feature plump, full-grain 
radio copy and television slides to help you tell glove leather lining in both foot and 


em and sell ‘em on your store as headquarters top. 





for the greatest outdoor boot value in America! 











es 
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TO RETAIL AT | 


LINED BOOTS—$15.95; COST TO YOU— $9.60 





Only the world's 
largest bootmakers 
could make this 
possible! 





BOOT CO.. Inc ALSO MAKERS OF COWBOY BOOTS, WELLINGTONS, 
pyvyv ad *({ PARADE MAJORETTE BOOTS, ENGINEER BOOTS. 


Clarksville, Tennessee 


February 15, 1958 





Even the bunny himself 
couldn’t get Pro-tek: tiv’ and 
MODERN AGE" shoes 
to you fast enough 
if you wait any 
longer to size-up 
for Easter. 


Hop to it! 














Terms 5%—30 Days F.0.B., Reading, Pa. Write for our new Spring catalog. 


Curtis -Stephens:Embry Co. 
READING, PA. E> Rin 
FINE QUALITY CHILDREN'S SHOES SINCE 1882 A is 


~ 
ENT ? 


MODERN AGE* 


! 
' ' 
by Pro-tek-tiv | shoes by Pro-tek-tiv for every age and Official 
7 
: i 
! i 


wExtra Supportin Play: wear 


Pro-tek: tiv” 


' 
' 
' 
the finest 
children's shoes! 

' 


Girl Scout and 
Brownie Scout Shoes 





she’s dreamed of 


| P the BEAUTVEULLEST shoe in the world 


for her very own 
and here it is/ 











A GLAMOUR-TOY for playing “dress-up” 


(and whose little girl doesn’t!) 
so new .. . sO imaginative . . . so utterly different 


it’s started a SALES STAMPEDE 
wherever it’s shown! 


at FIRST TIME... “heels” created for her 
M nas eee fol” as mother’s . . . Dupont 
ilver Mining. Silver glitter heel, cleverly 
e-ere fted to look very high (but not really). 
afety « avastic silver straps to release foot if 
Fshoe tips. Sells like MAD the year ‘round in children’s 
and ladies’ shoe shops, shoe departments, and 
gift bars . . . BECAUSE IT’S THE IRRESISTIBLE GIFT! 


(Small, medium, large to fit ages 3-9) 


c og dren’s shoe department . . . Initial order | gross . . . many 
) pairs through January 15th. 
Children’s shoe department . . . Initial order 6 dozen... 


) several thousand pairs through January 15th. 
Dec mber ao. Initial order 6 dozen . . . reorders over 100 dozen .. . for 


lildren’ s shoe department! 
hi HIJ ao: th lll STUVWX YZ... Children’s shoe stores and 


iments... all over America... Now! Same story everywhere - + * SALES STAMPEDE! 


INC BROWARD INTERNATIONAL AIRPORT 
FT. LAUDERDALE ¢ FLORIDA © JACKSON 2-8551 


CONSOLIDATED PRODUCTIONS, 
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@EEEPS WATER O8F 
BREATWES 


1S SOFT AMD FLEXIBLE 


4 
MORE COMFORTABLE TO WEAR 
STAY MEW LOOKING LONGER 


Look for this tag! 


Only shoes made of upper 
leather that has been SYLFLEX 
tanned, tested and certified 

by licensed tanners to meet 
Dow Corning’s performance 
standards, can wear this tag. 
Ask your resources for shoes of 
SYLFLEX tanned leather, 





GC Dow Corning Silicone 


Le in healt 


q For this —instead of es 


Shoe of SYLFLEX tanned 
vet ial-lanel an (chAmmelaleMeelaN 71a) 
tional shoe at right, dried 
after equal exposure to ice 


removal salts 


Leather tanned with SYLFLEX: 


Keeps water out! Even after miles of walking in the rain, the wetness will not 
penetrate shoe uppers of leather tanned with SYLFLEX. 


Dries faster! SYLFLEX tanned leather absorbs 70% less water than the same 
leather with conventional tanning. Dries like a nylon shirt. 


Stays soft and flexible! Leather tanned with SYLFLEX repels water and the 
ice-removal salts that reduce the natural oils in leather, causing shoes to 
stiffen, crack and curl. 


Still “breathes!”’ Air passes freely through the pores of leather tanned with 
SYLFLEX, making shoes more comfortable to wear, more healthful. 


Keeps its new-shoe look with old-shoe comfort! It’s safe from water-borne 


chemicals that cause deterioration. Adds eye appeal to dry appeal. 
*T. M. for Dow Corning Silicones tanned into leather. 


DOW CORNING CORP., MIDLAND, MICHIGAN 
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LORAINNE ...a 
CorecTred 2-strap 
with style, yet fea- 
tures famous 
Thomas heel and 
long inside counter 
...in sturdy Brown, 
Red & Blue. 


SHU-LOCK ...a 
real boy’s shoe. No 
shoelaces to tie... 
ONLY 7 WEEKS 10 60! adjustable for snug 
if fit... latest clean 
Easter is that close and ; sweep vamp... . in 
Spring is not far behind... . smooth Black. 
Edwards is ready with a 
complete line of shoes for 
Toddlers to Teenagers ...a 
prompt In-stock Department. 
... Be ready . . . Stock-in, 
Size-up, display and 
advertise. .. 


TODLIN ... Playn- 

Toe, a shoe that’s 

always a favorite 

with Mothers who 

want their children 

to have the best... 

in White Elk. 
DENISE .. . chic 
styling features T- 
strap to vamp with 
starburst decoration 
and modified French 
toe: . ss. mm Black 
patent. 


wards 


THE SHOE FOR CHILDREN 
PHILADELPHIA 7, PA. 








“NEVER-OUT" 


Another Great 


ROBERTS JOHNSON RAND - 
DIVISIONS OF INTERNA 


NEVER-OUT IN-STOCK SERVICE 


was conceived and announced this season. 


NEVER-OUT IN-STOCK SERVICE 
will put an end to lost sales on your best selling 
shoes ... Thousands of International customers 
have already discovered this fact and are mail- 


ordering regularly. 


YOUR ORDERS FOR NEVER-OUT SHOES ARE SHIPPED 


ST. LOUIS, MO. «- ATLANTA, 


Step Ahead in ’58 with the 


FOR THE 
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“ait onven SERVICE 


Development at 


PETERS - FRIEDMAN-SHELBY 
TIONAL SHOE COMPANY 


NEVER-OUT IN-STOCK SERVICE 
is now in operation and will continue to function 
throughout the peak selling seasons. We are living 


up to everything the term implies. 


NEVER-OUT IN-STOCK SERVICE 
will be profitable to you. Size-up and order your 


best selling shoes regularly. We'll do the rest. 


PROMPTLY FROM OUR WAREHOUSE NEAREST YOU... 


GA. « MANCHESTER, N.H. 


Children 
POLL PARROT + RED GOOSE 
WEATHER-BIRD 


Women 
GRACE WALKER ¢ TRIM TRED ¢ VELVET STEP 


Family of Fine Shoes Men 


CITY CLUB « JOHN C. ROBERTS ¢ RAND 
KINGSWAY « RANDCRAFT « WESBORO 


Soe International Shoe Company, St. Louis, Mo. 
/ AMERICAN FAMILY Adanta, Ga. + Manchester, N. H. 


ail 
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If you sell 
shoes for *12.95 


you are entitled 


to Heydays superior 


QUALITY... 





15/8 heel patterns 

in our new line of 

88 PATTERNS offered in 
several hundred colors 
and combinations of 





The Shoe with Consumer Acceptance 


colors and materials. 














HEYDAYS SHOES INC. © 2032 LOCUST STREET © SAINT LOUIS, MISSOURI 
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Voi ce of the [rade 








HERBERT R. SCULL, vice-president 
of E. H. Scull Company, in discussing 
the future of the independent retailer, 
made some very important points. He 
defined the Independent Retailer (for 
his specific purposes) as one whose 
total volume does not exceed $25,- 
000,000 or so. The business form is 
a proprietorship, partnership or closed 
corporation. There is only one main 
store, and no more than a few branches 
located relatively close to the home 
store. 


SYAWSt 





“What has happened to the Inde- 
pendent Retailer (and the department 
stores) who once all came under the 
same umbrella of definition? Many 
have grown into the retail giants of 
today. Many have left the ranks of 
the independents and become part of 


chains. ... A great many others con- 
tinue to fit our definition: A volume 
of $25,000,000 or under, private own- 
ership, and one or a few units close to 
home... . 
“Is the Independent Retailer on a busi- 
ness island growing smaller possibly 
eventually to be swamped and drowned 
by the increasing tide of competition? 
I say ‘no’. I believe that the 
Independent Retailer represents a won- 
derful institution, vital to the life and 
heart of the community in which he is 


February 15, 1958 





located. I say ‘no’ because there al- 


ways will be an opportunity for the 
Independent Retailer. There is no job 
so sweet nor so rewarding, no per- 
formance so great, that is not made 
more so when one is one’s own boss. 
“There will always be customers who 
want to do business with an Inde- 
pendent Retailer. Properly managed a 
wholly owned business can often pro- 
duce a greater return to the owner 
than he could obtain by working for 
someone else. . . 
“How bright is The 


dwindling share of the customer’s dol- 


the future? 


lar; the dilemma of the rising ex- 


penses and shrinking margins; the 
lines of 


encroachments on_ his mer- 


chandise by discount houses, super- 


for 


personnel; the loss of exclusive fran- 


markets, drug stores, the need 
chises; the need for capital to modern 
ize or build, to increased _re- 
high 
taxes with their vitiating effects; and 
finally the estate tax, that ultimate 


carry 


ceivables; income and_ other 


conspirator in the effort to wrest busi- 
ness from independents—do not all of 
these definitely relegate the continu- 
ing independent to a very weak and 
secondary place in retail distribution? 
You bet your life they do! Unless you 
change and start fighting it!” 
* * ” 

Half a century of men’s fashions went 
on parade during a four-day conven- 
tion, sponsored by the American [n- 
stitute of Men’s and Boys’ Wear, re- 
cently. Social and political leaders 
modeled the clothes for the several 
hundred 
textile industry leaders and nationally 
known retailers in On 
display in the Grand Ballroom of the 
New Sheraton Hotel was a panorama 
of what the well-dressed men wore in 


designers, manufacturers, 


attendance. 
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the gaslight era—to the beach, formal 
gatherings or on the street—what he 
wears now—and the complete outfits 


of tomorrow. 





Despite popular notions that only 
women’s styles change, while men’s 
fashions remain static, the show re- 
vealed a virtual 50-year revolution in 
what men wear. Brought back as re- 
minders of yesterday were the lead- 
weight bowlers, silk toppers, hook and 
eye shoes and the dull, drab, heavy 
coats and suits that men used to wear. 
In sharp contrast were today’s light, 
bright, colorful and comfortable styles 
that represent a fashion liberation. 

+ a * 
WHEELOCK H. BINGHAM, presi- 
dent of R. H. Macy & Co., Inc., says: 
“We expect that for the first half of 
1958, retail sales for the nation as a 
whole will be about even with, or pos- 
sibly slightly under, last year’s sales. 
With its added units, Macy’s volume 
should run ahead of last year. Higher 
profit margins must be earned through 
improved methods of operation and 
greater merchandising skill, gauged 
more accurately to the demands of the 
customers.” 

aa * * 
WILLIAM SHERMAN, 
women’s shoes at Weinberg’s in Ches- 
ter, Pa., believes that an early start 
with seasonal displays helps accelerate 


buyer of 


selling and also aids in getting first 
He 


“We are looking forward to a very 


reactions from customers. says: 
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good spring selling period. The style 
problem in women’s shoes has eased 
up. The more our customers see the 
new tapered toes, the more they like 
them. They have become convinced 
that wearing them can be just as com- 
fortable as their old shapes were. 
Now, going into spring, our custom- 
ers are fully prepared to want the 
slender shoe with the pointed toe in 
the seasonable leathers and colors 
which will be good fashion. 

“Black patents should be in the 
lead. We expect the styles shown in 
patent this year to be more desirable 
than ever. Navy should be very good 
and also a blue tone that is neither 
too light nor too dark. These will be 
followed with beige tones. 

“We think that if our street window 
is highlighted with the newest shoe 
fashions in these colors, our custom- 
ers will be receptive because they will 
be getting just what they want.” 

- * * oa 

“I believe,” says ESTELLE HAM- 
BURGER, well-known fashion con- 
sultant, “that we stand at the approach 
to a new fashion era of vast diversity 
and vast distribution in which the ex- 
hilarating challenge is the creation of 
many kinds of clothes rather than 
many variations of a kind. 

“T believe we need to look at the world 
in which we really live, which is the 
world in which millions of women 
live, for whom clothes and the fabrics 
of which they must be made are to be 
created, and appraise it anew. 

“I believe we should subject our- 
selves to criticism-out-in-the-open, hon- 
est, informed, respected, 
criticism. 

“I believe that there is a new source 
of fashion vitality in ourselves if we 
will work at it, in life if we will feel 
the throbbing pulse of it, and in di- 
versity if we will learn to live with it, 
realizing that when we speak of ‘di- 
versity’ in America we are acknowl- 
edging the rich variety of back- 
grounds, languages, cultures and ideas 
that have made America the world’s 
primary power in people as well as 
resources, we are accepting a free out- 
reach of the mind that will never sur- 
render to conformity, and we are see- 
ing fashion with fresh eyes as a force 
in American Democracy.” 


creative 
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Profile .... 


by ESTELLE G. ANDERSON 








work. She devotes practically all of her time to researching, test- 
ing and devising the kind of lasts and shoes that will come closest 
to the ideal . . . correct and accurate fitting. 

She comes by this idealism naturally, for her father, the late Stephen J. 
Brouwer, was nationally known for his interests and accomplishments in 
the field of foot research. He started looking for the correct answers to the 
shoe fitting problem more than fifty years ago and at the time of his death 
had made important strides and achievements through the Brouwer Re- 
search Foundation. 

As for Mary, her shoe career started with the wearing of trial shoes 
with paper soles that squished in the rain. She says: “I remember so 
vividly, during World War I, when I wore a trial pair of black kid oxfords 
with laminated paper soles. I went to my music lesson and it rained before 
I could get home. There was nothing left of the sole but squishy paper. 
That was my first experimental shoe.” 

Mary interrupted a pre-medical course at the College of Wooster 
in Wooster, Ohio, during one summer vacation to help her father with a 
study of children’s feet in the 4-H Club at the University of Wisconsin 
and Wauwatosa public schools. She never returned to college. Instead, 
she stayed on and helped her father both in his research work and fitting 
students who needed special shoes. She took time out to get married 
and go abroad for a year. 

Her husband died in 1934 and Mary went back to work in her father’s 
shoe store on West Wisconsin Avenue in Milwaukee. She was a “crack 
filler.” (Explanation to the uninitiated): “Whenever father wanted any- 
thing done, I did it,” she said. “I worked from the basement up and well 
remember keeping the white stock clean in the bargain basement we had 
during the depression. That’s where I learned how to fit.” 

By 1938 she had risen to vice-president of the Brouwer Shoe Company 
and the Research Foundation and, in 1947, she became president. 

Brouwer’s, the Home of “Research” Footwear, has its main store at 
178 West Wisconsin Avenue in Milwaukee and branch stores at 7414 West 
State Street in Wauwatosa, 1412 South 73rd Street in West Allis and 2807 

[TURN TO PAGE 111, PLEASE] 


M = BROUWER HICKMAN is a happy zealot in her chosen 
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The New Squ 








Shoemen everywhere are awaiting consumer 
reaction to the new bold masculine square 
toe. Spring promotions have been aggressive 
and well planned, with attention chiefly 
focused on the lightweight types—slip-ons 
and laced footwear. Forecasts predict the 


style to spark consumer excitement will be 
the slip-on with buckle. Just a touch of the 
swashbuckling corsair of old is seen in the 
monk strap and high-riding, squared-off 
tongue of the model above. The leather is a 
soft calf-skin of muted black. 


For further information write BOOT AND SHOE RECORDER 
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UNIFORM QUALITY 
DOESN'T JUST HAPPEN 


at John R. Evans & Company 





SKILL AND JUDGMENT ARE BIG FACTORS IN 
QUALITY CONTROL 


This man and machine are doing what Indian squaws had to do with their teeth . . . making tanned leather 
soft and pliable for shaping and sewing. As the operator skilfully manipulates the skins the jaws of the 
staking machine bite them between roller and knife, pull and tug them to the suppleness that is an 
important characteristic of Evans quality. 


This is another key point in quality 
control that is under the supervi- 
sion of Inspector John Meksa. It is 
his responsibility to see that all the 
skins going through the final soft- 
ening process between tanning and 
glazing fall within the narrow 
boundaries of Evans’ standards for 


suppleness. 


“The softest shoes you’ve ever worn,” says Brauer 
Bros. Shoe Co. of these unlined Paradise Kittens 
made of Evans Suede. Over 600,000 pairs of Para- 
dise Kittens of Evans Suede since 1952 confirm the 
uniformity of Evans Uniform Quality Leathers. 


At the Show 
WALDORF ASTORIA - Booth 28 


JOHN R. EVANS & COMPANY 
Camden, N.J.1857-1958 The House of Uniform Quality Leathers 
A Member of the Kid Leather Guild. 
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See the complete line 
of Desertan brushed splits 
at the Leather Show 
Booth 47 








SPORTS CAR 
ae 22; 1) 
for the young of heart! 





| 
| 
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| 
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DESERTAN 


— the choice of most man- 


ufacturers because it offers 


®@ Full body 


ve | wD @gertan 


® Mellow but stand-up 


character 
BY reNERAL 


© Prices for volume lines 
Order Desertan #948 











i* > , 
5 STAR DK QUALITY eneral Split Corporation 
* 730 WEST VIRGINIA STREET © MILWAUKEE 4, WISCONSIN 
World's Largest Producer of Glove Leather Splits 
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Fashion Specifies 


COLOR In Leathers 
Fall and Winter 19538 


OLOR is the number one promotion theme in fall leathers. In reds and blues, 
browns, brights and neutrals, color is more rich and varied than it has been 
for many years. Remember though, black remains by far the biggest single 

color for both fashion and basic stocks. There will be black leathers in shiny sur- 
faces, in new glacé calfskin and in very highly polished calfskin, kidskin, reptiles, 
sides and kips. Black in metallic and patent finishes will be important and so will 
all types of sueded leathers—fine nappy suedes, two-way naps and rough nappy 
sports leathers. In fine textured grains, soft, spongy effects and new textured pat- 
terns by individual tanners, black will play an important role for fall. Dull mattes 
and demi-lustres, however, will not be as popular as they have been. Black leathers 
in their many types are essential in their own right or paired with colors. 


Will this new extremely 
loose-fitting costume silhou- 


ette change the concept of JRE qga fy 


shoe styling? 


Red: } Drawings by 


ELLY NORDEN 


Black Blues Brigh ts 


Browns 
and 


Neutrals 


Fashion influences on texture and color of leathers 
flow from the new softened costume silhouette. 























































FASHION REDS in Leather will be 
in many tonalities for next fall and 
winter. The range of reds includes 
light orangy and coral shades, rose 
tones, Beetroot, a new Damask Red. 
a new rosier Cherry and a clear 
basic Scarlet. In the lighter range. 
red is limited to casual and campus 
styles. 

The new dark rosy reds and 
vintage tones are the important reds. 
In addition to dark red and vintage 
shades, there are some slightly more 
grape-y tones. 


ot\. 7 ™ 
a i. pease 
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» 
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un Leathers 





BLUE LEATHERS are New for fall 
and dark blue as a winter color for 
apparel is coming into its own in 
1958. There will be many shades of 
blue in the new leathers; most im- 
portant, rather bright blues and 
darker shades. Blues with a green 
cast look new among the brighter 
blues—teal, peacock and kingfisher, 
for example. Indigo and Winter 
Navy are important darker tones. 
For sports leathers there is a smoky 
middle blue, different from Cadet. 

It should be noted that blue will 
be more important in clothes than in 
shoes since the variety of blue in the 
apparel market will make it difficult 
to promote sufficient tones in blue 
leathers to go with all the blues in 
clothes. 


Toe shapes continue to vary: tapered 
and not so tapered but elongated; 
squared and not so squared; walled 
equally on both inside and outside of 
shoe or asymmetric with the wall on the 
outside only. 
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BRIGHTS AND NEUTRALS for 
fall are also important. Besides the 
bright reds, blues and greens, there 
is a whole group of brilliant colors 
in the orange range. It is these colors 
that give so much importance to the 
yellow undertones in the browns. 

Very neutral are the colorless 
tones like undyed yarns. These are 
the true Chanel beiges of years ago. 
Also among the neutrals are the 
grays, not given great importance at 
present but with possible potentiality 
later, according to one or two tan- 
ners. These include light gray, 
pewter, Gray Seal, dark slate and 
flint and a gunmetal patent. 

Among the greens are a number of 
grayed moss tones and the more 
yellowed olive and Loden shades. 
Besides these there is a very brilliant 
green, brighter than emerald, and a 
beautiful dark green, yellow in cast. 
Both are being used in apparel; the 
brilliant shade in sports shades. 


Heel interest is strong and new types 
coming in all the time: the lowered and 
low, shaped heel for new dressy types; 
heels placed further forward to shorten 
the shank; more and more stacked heels, 
very new looking in kegs. 





> @ 


Baby Louis, one-inch high, one of the 
new lowered fashion heels for the che- 
mise dress. 


AUTUMN BROWNS Foliage, 
Earth and Landscape Tones—make 
a new and interesting brown picture 
for the coming fall. The dominant 
trend is to a yellowed or gold under- 
tone in the browns, tans and softened 
lighter shades. The newest beiges are 
darker, nut tones more than true 
beiges. 

Showing the influence of No-Color 
and the neutrals are darkened colors 
that are not taupes. There is a brown 
with a greenish, bronzy cast, too. 
Town Brown, neither yellow nor red 
in tonality, serves as a dark neutral 
brown. Basic ruddier browns are the 
three repeated colors: Benedictine, 
Briarwood and_ Planter’s Punch. 
Balenciaga is appearing in several 
new versions, the clay tones of the 


1940's, 
= 
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In New 
Shoe Fabrics 


“A great renaissance of the fabric shoe” is how one 
leading fashion authority describes the current style 
revival. Recent seasons have seen an increasing num- 
ber of fabrics especially made to go into shoes of all 
types from casual, sport and tailored to dressy day 
and evening styles. 

This supply of beautiful shoe fabrics has now been 
greatly augmented by the use of dress materials in 
shoes. The new types of non-woven supporting mate- 
rials and interlinings have made it possible to use 
silk and woolen dress materials which were too loosely 
woven to use unsupported in shoes. As a result there 
is an enormously extended use of these fabrics and a 
greatly increased interest in all fabric shoes. The 
same material is now going into costumes, shoes, 
bags, hats and gloves; a coordination worked out at 
the manufacturing level between suppliers or by 
special planning by individual shoe manufacturers 
or by a plan starting from a store. 

This fall there will be a wide use of satin and peau 
de soie in many colors; of velvets and also of faille 
for dressier and/or transition wear. Woolens, both 
woven and knitted, will go into more tailored shoes; 
tweeds in beautiful colors and flannel types. Very 
high fashion is a silk and wool broadcloth, also sug- 
gested for transition selling. Jacquards will be impor- 
tant for fall. 








































Dull rich velvet in d'Orsay pump with 18th 
. Century feeling in high tongue and buckle. 





Shiny satin in new low instep strap with 
squared-off tip, another period style. 






Fashion 


Specifies 


COLOR 
For Details, 
Linings, Trimmings 


Touches or areas of color go 
everywhere on shoes this fall= 
on soles, heels and linings 

as well as uppers and trims. 


Designing of shoes today means even more than 
the creation of last shapes and silhouettes or the 
choice of upper materials and colors, ornaments and 
heels. It means imaginative detailing of the entire 
shoe, inside and out; the use of materials perhaps 
not originally intended for shoes. It means putting 
color in the linings and on the soles as well as in the 
uppers, the pipings, underlays, overlays, stitchings 
and ornaments. 

A sole may no longer be just a good piece of 
leather in leather color. It may be white or any one Molded sole fashion feature on this smart pump with 
of a range of style colors. And it very likely may be worsted upper; the sole in a contrasting color. 
of material compounded by chemistry. Perhaps it is 
a ribbed crepe on a street shoe. Or it may be a 
molded sole, in a color contrasted with the upper to 
make an attractive trim. Decorative stitchings give 
other color contrasts in small areas and so do pipings 
and many underlays. Metallic ornaments add gold, 
copper or silver touches. Metallic buckles in new 
designs promise to be good for fall. Multicolor jewels 
and white rhinestones will ornament vamps and heels. 
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Ribbed crepe sole practical and style-right 
touch on this town tie with tweed upper. 
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with the secret ingredient 
built right in to the tannage, 
to provide soft, weightless 
support in new shoes of 1958 


All these new leathers from Amalgamated hide 
this magical weightless character under their 
myriad fashion surfaces. Amalco is the new trade 
name for the complete line of exciting leathers 
WALDORF-ASTORIA ei 
LEATHER SHOW made to new specifications, for modern footwear. 


BOOTH 35 
“UNDER THE BALCONY” 


AMALGAMATED LEATHER 
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The Amalgamated Collection for Fall 


Presenting Extensive New Color Ranges 


AMALCO FASHION KIDSKINS 
HI-FI K!D— improved glace kid tannage. 
SOFTEE K1ID—newly fashionable creased kid. 
MALTESE K1ID—delicately boarded, demi-lustre. 


AMALCO KID SUEDES 


EVERKLEEN SUEDE~—color-locked wonder suede. 
CHARMOOZ~—classic fine nap suede. 

RUFFINI SUEDE—new fingerprint nap velours suede. 
LAMOOZ-—treated back suede for unlined shoes. 


AMALCO SPECIALTY LEATHERS 
SKIP PEE—kips with everkleen cleanable finish. 
FROSTEE—true pearl lustre kips. 

S COTTE E—¢lossy fine-grain kidskin. 
SHRUNKEN KID—deeply indented favored grains. 
DELLIN E—cleanable finish on kidskins. 

KID LINING S—for men’s and women’s shoes. 


COMPANIES INC., WILMINGTON 99, DELAWARE 
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ONE OF THE OLDEST SUPPLIERS 
OF MILITARY AND 


HEAVY DUTY LEATHERS 


-MALLARD - KITCHENER 
NORTHWEST MOUNTED 


Three names exceptionally well known for depend- 
ability in sporting boots and work shoes. Made in 
Black, Natural and a good range of popular colors. 


Chrome and retan sides tanned to meet 
weeny a 


~~ DRESS 
LEATHERS 


ROYALTY LINE 
or smootH WHITE sipes 


COUNTESS—DUCHESS— BARONESS 


NORTHWESTERN LEATHER COMPANY BOSTON 11, MASSACHUSETTS 
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ARMOUR LEATHER COMPANY 


426 West Randolph Street © Chicago 6, Illinois 
210 South Street © Boston 11, Massachusetts 
2 Jacob Street © New York 38, N. Y. 
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® new leather of 
imagination and 


beauty 


Look into the pearly depths of Samoa’s silk-smooth 
finish—you’ll see new ideas for your fall styles. True 
essence of pearl gives Samoa unusual, unexpected excite- 
ment. Quality kip givesit a luxurious, supple feel. Samoa’s 
7 enchanting colors are in tune with all the new, smart- 
est fashions. Let Samoa accentuate your most elegant 
designs. It’s another bright new example of progress 


from Armour Leather. 








The bright sunshine and vibrant colors of Florida influenced the interior de- 


sign of the Celé Shoe Shop in Vero Beach, a town with prosperity in its future. 


EG E fell in love with Vero 

Beach. It is the coming 

‘Palm Beach.’ The town 
has a population of about 9000 and 
the County, about 20,000. In season, 
the population jumps to 16,000 and 
35,000 
Dodgers train here and will play the 


respectively and since the 


Redlegs, the Braves and the Yankees 
this season, it will attract several 
thousand additional people.” 

These and other practical reasons 
influenced Ed. Bronson to locate his 
Celé Shoe Shop at 1006 Beechland 
Boulevard in Vero Beach, Florida. 

Within a 1250 square foot area, 
Evelyn Bireley of Fort Lauderdale. 


Florida, has fashioned a most effec- 
tive decor, indigenous to the bright 
sunshine and vibrant colors of the 
south. The interior is white, turquoise. 
pink and fuchsia. She has also incor- 
porated a good deal of the Continen- 
tal flavor, with Italian chandeliers, 
marble top tables, marble urns and 
pedestal—set off with lots of green 
plants all about. White flower carts 
are for visual display of women’s 
shoes. Chairs and small benches are 
of foam rubber, covered with tur- 
quoise velveteen and set upon brass 
legs and_ bases. 

On one wall, which is white brick. 


there is a unit of gilded driftwood. 


A Store with a 


where shoes are displayed. On the 
other wall, of pink wood, there is a 
marble urn, two square plaques and 
planted greens are hung there. In the 
center of the store, squared off by 
four small benches, is an Italian mar- 
ble pedestal with the bust of a child 
on it. There are also two Italian mar- 
ble tables with attractive lamps placed 
on them. 

The stock room does not intrude 
upon the personality of the shop. In- 
stead, it is set apart by white shut- 
ters, about seven feet high. where 
ereens are planted on top and across 
the width of the store. Entrance to 


the stock room is through a_ white 


View— 


wrought iron fence, with a fuchsia 
rayon drape over it, which matches 
the two octagonal rugs on the terrazzo 
floor. 

Ed. Bronson, owner of this Celé 
Shoe Shop, was merchandiser and 
buyer for all upstairs shoe depart- 
ments of Pizitz in Birmingham, Ala- 
bama, up to last July. He resigned to 
move to Florida. He “scouted” the 
state for the best possible location and 
gave a great deal of thought and con- 
sideration to the lines he would carry. 
He has already stated his reasons for 
settling down in Vero Beach. He also 
vives us this added fillip: “We live 
over the store, in the ‘pent house’ of 
the Petite Building and the patio of 
our apartment faces the ocean.” 

As for the merchandise. he _indi- 
cates: “We stock imported and do- 
mestic high style women’s casual and 
dress shoes . . . such lines as De Liso 
Debs, Schiaparelli, Fredelle, Caressa, 
Moe Preston, Shenanigans, Old Town 
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Trotters and Adoré. 










































by ESTELLE G. ANDERSON 


On this wall, which is of white 
brick, there is a unit of gilded 
driftwood where shoes are dis- 
played. In the center of the 
store is an Italian marble ped- 
estal with the bust of a child. 


Far left; The interior is white, 
turquoise, pink and _ fuchsia. 
Chairs and small benches are 
of foam rubber covered with 
turquoise velveteen and set upon 
brass legs and bases. Green 
plants are used freely. 


The stock room is set apart by 
white shutters seven feet high 
with greens planted on top. En- 
trance to stock room is through 
a white wrought iron fence. 








COMING THIS SPRING: 


The largest mens shoe selling 
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The April issue of ESQUIRE MAGAZINE features 
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Campaign in history... 


by Leather Industries of America 





THE THEME: “Spring Ahead... 
Leather Afoot.”” Dramatized in a three- 
page full-color section and in sixteen 
additional ads of top branded shoe lines 
—all in the April issue of Esquire. 





THE RETAIL STORY: A point-of- 
sale merchandising kit prepared by 
Leather Industries with a complete 
three-month shoe-selling blueprint. A 
great opportunity to sell more shoes at 
full mark-up from March through May. 


THE CONSUMER APPEAL: The 
most concentrated shoe-selling message 
ever beamed at American men. With it, 
a persuasive reason to buy the right 
shoe for each occasion. 


aby ty! 


THE SUMMING UP: Here is an in- 
tegrated men’s shoe-selling program 


these famous names: pinpointed for all levels of the shoe in- 


dustry. Do you want information about 
still bigger plans for Fall? Write to: 

Evans 
ee —e ee LEATHER 


PLC INDUSTRIES 
BRiseris 1 > TAcy | OF 
: AMERICA 


411 Fifth Avenue, New York 16, N. Y. 
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willlam amer company 
philadelphia 23 





THE QUALITY LEATHER 


the new fashion leather 
with a new fashion finish 


im a complete range of colors, 
Brown Diamond, Green Quartz, 
Cabochon Red, Mustard Seed, 
Town Brown, Silver Grey, 
Flight Blue and Jet Black. 


@ 


OHIO 


LEATHER CO. GIRARD, 
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TANNERS’ COUNCIL OF AMERICA, INC. 
d2nd Semi-Annual 


Showing of American Leathers 


Waldorf-Astoria=February 25th and 26th, 1958 


List of Exhibitors 


Company Booth 
Acme Leather Co., Inc. 48 
Allied Kid Company 

Brezner Division 82 

Standard Division 83 

McNeely Division 84 

Sterling Division 84 

New Castle Division Deg. 85 
Amalgamated Leather Cos., Inc....... 35 
Amdur Leather Co., Inc. 63 
William Amer Company oo 64 
American Belly Tanning Corp. 73 
American Kid Company, Inc. 26 
Armour Leather Company 34 
Peter Baran & Sons, Inc. ... 17 
J. S. Barnet & Sons, Inc. ... 95 
Barrett & Company, Inc. ............. 59 
Beadenkopf Leather Co. 101 
Beggs & Cobb, Inc. .. 55 oie ware 
Besse, Osborn & Odell, aes eo 
Braude Bros. Tanning Corp............ 21 
W. D. Byron & Sons, Inc.............. 93 
Carr Leather Company 62 
Chilewich Sons & Company 

(Leather's Best Division) . 46 
Colonial Tanning Co., Inc. 24-25 
Crestbrand Leather Co. . 109 
Donnell & Mudge, Inc. 53 
F. C. Donovan, Inc. 75 
Dreher Leather Mfg. Corp. 74 
Dungan, Hood & Co., Inc. ee rea 
Eagle Ottawa Leather Co. ........... 58 
Eastern Tanning Company 

(Division of Loewengart & aaah 68 
B. D. Eisendrath Tanning Co. ..... 23 
John R. Evans & Co. : 28 
Fermon Leather Company, Inc........ 72 
. .. 8, eee 104 
PI, SO ho ise vs Sins nv ween 107 
John Flynn & Sons, Inc. .............. 22 
S. B. Foot Tanning Co. 16 
Gilbert & Co., Inc. . a ee aires os see 
A. F. Gallun & Sons Corp............. 87 
Garden State Tanning, Inc. 45 
Geilich Tanning Co. 100 
General Split Corp. 47 
Gordon-Gruenstein, Inc. one iat.) Sa 
Granite State Tanning Co., Inc........ 65 
The Griess-Pfleger Tanning Co......... 76 
Gutmann & Co., Inc. 4 
L. H. Hamel Leather Co., Inc. 9 


OFFICERS 
PRESIDENT EXECUTIVE 
RALPH H. EWE VICE-PRESIDENT 
e IRVING R. GLASS 
TREASURER SECRETARY 


CARL F. GOOD 


LEIF C. KRONEN 


EXHIBIT COMMITTEE 


DAN HICKEY, Surpass Leather Company, Chairman 
S. B. FOOT, S. B. Foot Tanning Company 


D. N. GUTMANN, Gutmann & Co., 


Inc. 


MILTON HUBSCHMAN, E. Hubschman & Sons, Inc 
FRANK R. LEMP, Armour Leather Company 

JOSEPH W. MACPHERSON, John R. Evans & Co. 
STUART A. SPAULDING, A. C. Lawrence Leather Co. 





Company Booth 
Thomas B. Harvey Leather Co. ee. 
Hebb Leather Co., Inc. .... nee 
Hecht American Corporation ......... 6 
Hiteman Leather Co., Inc. erate g 3 
Horween Leather Company .......... 10 


Howes Leather Company, Inc. 


(American Oak Chrome Retan Div. 30 
E. Hubschman & Sons, Inc. a 42 
Hunt-Rankin Leather Co. .. is os ae 
Irving Tanning Company, Inc. ........ 40 
Johnstown Tanning Corp. 

(Division of Fleming-Joffe, Ltd. snd 106 
I. M. Kaplan, Inc. Saat Me prat y: I 
Kirstein Leather Co. ScD eee A . 
Kore Leather Co., inc. ...........; 71 
Kroy Tanning Company, Inc. ....... 97 
A. C. Lawrence Leather Co. .. 12- 14- 15 
G. Levor & Co., Inc. os . 54 
J. Lichtman & Sons Stem hae aes 
Loewengart & Company .............. 67 
Hermann Loewenstein, Inc. ........ oe 
N. H. Matz Leather Co., Inc.......... 102 
R. Neumann & Co. . EE APE ER 
Northwestern Leather Co. 94 
The Ohio Leather Company .......... 56 
Patjo Leather Corp. 39 


Company Booth 
Pfister & Vogel Tanning Co. .. 60 
Prime Tanning Co., Inc. 86 
A. H. Ross & Sons Company . a 25 ee 
Fred Rueping Leather Co. ........... 8 
Russell-Sim Tanning Co. .............. 19 
Seal Tanning Co., Inc. ............... 44 
Seton Leather Company .............. 2 
Shrut & Asch Leather Co. ............ 49 
Sigma Leather, Inc. .... sae i ae 
Slattery Bros. Tanning Co. 43 
South Leather Company . 37 
Steinberg Brothers . 108 
Superior Tanning Co. 77 
Surpass Leather Co. 20 
Tan-Art Company, Inc. .............. 54 
Albert Trostel & Sons Co. .... Bye a ee 
United States Raw Skins Tanners, Inc... 36 
United Tanners, Inc. ...... 2 92 
Verza Tanning Co., Inc. e.5 een eRe 
Winslow Bros. & Smith Co. 66 
Witch City Tanning Co., Inc... 38 
Ziegel, Eisman & Co. 

(Division of Goldsmith Leather hea 

Inc.) aa 
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The Leather Show 
February 25-26, 19356 


Industry Opportunity 


ORE than in many years the Leather Show 

opening February 25th at the Waldorf- 

Astoria is a major opportunity for the shoe 
and leather industries. It is an opportunity for de- 
cision at a vital industry crossroad. Manufacturers, 
retailers and tanners can decide to respond to the chal- 
lenge of the times or can choose to continue under 
the hobbling restrictions of pointless uncertainty and 
traditional habits. 

All the usual questions to which the shoe and 
leather industries seek answers at the semi-annual 
Leather Shows will be magnified February 25 and 26. 
This year, as the first major trade event of the season 
approaches, all segments of the industry are concerned 
with the intangibles of business prospects in coming 
months. As usual, in a period of adjustment for the 
economy as a whole, the industry gives more attention 
to generalities than to the specific facts with which it 
should be familiar. 

For years it has been glibly said that purchasing 
power and consumer demand rest upon props and sup- 
ports which did not exist a generation ago. Yet upon 
the very occasion when such props and supports are 
put to the test, and prove themselves, we find industry 
waiting for leadership in confidence and in aggressive 
planning. Twice since the end of World War II the 
economic facts have demonstrated that 
demand for soft goods, for the staples of living, no 
longer fluctuates widely with traditional economic in- 
dexes such as steel output. In 1949 and again in 1953 
the consumption of shoes belied the sceptics and 
clearly outstripped trade expectation. 

In the past two months there has been a further 
demonstration of underlying facts which distinguish 
the economy of today from the business picture of 
former years. In spite of the official and unofficial 
alarums, consumers have not interrupted their steady 
pace of demand for soft goods. On the contrary, in- 
crease in soft goods volume across the nation has offset 
the long-heralded drop in hard goods demand. Retail 


consumer 
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sales of shoes in December and in January have met 
every reasonable test of sound demand. 

For years it has been glibly said that the Govern- 
ment’s role in economic affairs would become quickly 
manifest with any serious threat to economic stability. 
Yet, the very occasion when such economic manage- 
ment swings into action finds industry doubtful, un- 
certain, and suffering from exaggerated fear. Does it 
need historical perspective to realize the extent to 
which Government has moved in the space of two 
months? Whatever the ultimate consequences may be 
in years to come, the immediate significance cannot be 
ignored. Industry and trade are being subjected to 
a generous dose of stimulant. 

Against this background of broad economic fact, the 
specific facts of the shoe and leather industries can 
become the basis for positive action. The shift to soft 
goods and the allocation of consumer income presents 
a rare opportunity to focus consumer attention on all 
the value and appeals of footwear. Instead of pas- 
sively awaiting developments, the industry can and 
should seize the opportunity to focus the spotlight of 
consumer attention on shoes. With soft goods coming 
to the foreground, there is every reason why shoes 
can break away from the per capita pattern of the 
past and strive for genuine growth. 

There is no question that the economic facts of the 
shoe and leather industries themselves present a dra- 
matically sound picture. For oncé, not even the deep- 
dyed pessimists can see excesses in industry output or 
inventories. Value? So much has been said on that sub- 
ject it is almost pointless to repeat the obvious. What 
other commodities or services can compare with shoes 
in terms of sheer uninflated value? Market risk? 
When have leather, shoes or other leather products 
been as conspicuously devoid of risk as they are cur- 
rently? 

A great range of leather will be presented at the 
Show, leathers which demonstrate the vast progress 

[TURN TO PAGE 119, PLEASE] 
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COLOR: 





Stimulant to Hosiery Sales 


W hat are you doing to promote this new color idea? How will you 
buy, promote and sell the new color ranges in hosiery, designed 





F ever an industry stood in need 

of a new revolutionary idea for 

promoting increased sales of its 
product, it would seem as though the 
hosiery industry were that one. In 
the past fifteen or so years, stockings 
have become more and more sheer, 
better and better constructed. Seam- 
less constructions have been developed 
to the point where they cling to the 
ankle and leg as beautifully as ever a 
full-fashioned stocking did. Every- 
thing has been done to give a silky, 
hare-legged look. Except for a certain 
flattery, like the effect of a good make- 
up on the face, women might just as 
well have been walking around with 
hare legs. (As indeed many of them 


84 


to blend with, match or sharply contrast with 


shoes and clothes? Or to stand alone as an ac- 


cessory to coordinate with other accessories? 


by ELEANOR M. RUTTY 


have been doing!) So sheer were the 
stockings that one color could be 
made to go with everything. 

Shoe men will remember the era of 
the go-with-everything black suede 
opera pump that performed the same 
function for the wearer and had the 
same unfortunate effect on business. 
No need to remind shoe men how 
much they needed the new stimulus 
of new silhouettes, new leathers, new 
colors, new lasts and heel heights and 
shapes! And certainly no need to 
remind them also of the lift their 
business received when these new 


stimuli were introduced one by one. 


Hosiery Mills Seek a Remedy 
The idea of colored hosiery has 
been tried several times. It has been 
tried and dropped in recent years. 
But there was a reason for its failure. 
This time there was the concerted 
planning and determination required 
to launch a radical new style idea. A 
ereat deal of credit should be given to 
the stylists in leading hosiery mills 
who have seen the need of a new stim- 
ulus to increase hosiery sales and who 
have followed the idea through to what 
promises to be a successful conclusion. 
A recent press showing by Hosiery 
Fashion Executives, a group of 24 
women hosiery stylists and advertis- 
ing and promotion directors, was an 
impressive demonstration of what has 
heen achieved. “C-O-L-O-R—the key 
to more sales in 1958” was their key- 
note. “Color—The magnet to attract 
women to hosiery.” “Color—The es- 
sential complement to the ‘leggy’ 
look.” “Color—The spark for coordi- 


nated hosiery-with-fashion displays.” 
*“Color—The stimulant for a fresh ad- 
vertising approach.” “Color—The fo- 
cal point for building brand business.” 
“Color—Your prime motivating sales 
factor in 1958.” Good points these 
and worthy of your consideration and 
use. 

Highlight of this press showing was 
the six stocking color spectrum dis- 
plays, arranged in color families and 
giving color news from the 24 major 
national brands represented in the 
membership of Hosiery Fashion Ex- 
ecutives. The color families follow 
closely color trends in ready-to-wear 
and shoes for spring. They are: 

1. The Blues. “The coordinating 
stocking tones run the gamut from 
Caribbean shades, promotable for re- 
sort and summer, through frosted 
grayed versions to vibrant navy.” 2. 
Peach-Apricot-Orange. 3. Pink to Red 
“ranges from delicate to vibrant in 
all fashions. Iridescent shades 
play a chameleon role to join berry 
pinks and hot tamales. Will be vol- 
ume.” 

Three more groups in the spectrum 
displays were: 4. Lemon to Limes. 
“The newest incoming fashion and a 
definite trend to watch. The high 
fashion look of stockings in this beau- 
tifully wearable color group can very 
well develop a strong sales potential 
with proper promotion.” 5. Beige to 
Brown. “Forging into new prominence 
are the bone, string and driftwood 
beiges, and stocking colors in _ this 
category should be high fashion pro- 
motion. Volume selling will center 

[TURN TO PAGE 119, PLEASE] 
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f ’ Exclusive tanners of CMF 


the Textured Leather 
Sensation 





Still setting the Textured Leather tempo... wonderful, 
many-mooded “‘SHAG’’! Tanned with inimitable Brezner 
know-how to your exact specifications, ‘‘Shag'’ cuts, molds, looks 
and wears like far costlier leather . . . colors true, color-matching 
perfect. Yet, because of tremendous volume sales, genuine 
Brezner ‘‘Shag"’ costs no more (and often less) than ordinary 


textured leathers. Style with ‘‘Shag"’, profit with ‘‘Shag”’ styles. 


These designs All popular colors— 
available to shoe 

manufacturers. 

Write for your standard and pastel 
FREE sketch today! 









SEE complete line at 


BOOTH 82 
Leather Show 











Send for swatches or contact our representative ... TODAY! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 South Street, Boston 11, Massachusetts 
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Announcing a New Series 


Shoe Technology... 


How to Merchandise It 













WILLIAM A. ROSSI 


ERHAPS without question, the most constant 

“problem” challenging shoe business is that of 

adequate training of retail shoe personnel. This 
issue is most consistently cited in virtually every poll 
of shoemen. 

Now, training of retail shoe personnel actually con- 
sists of three distinct parts: (1) A knowledge of shoes; 
(2) a knowledge of fitting shoes; (3) a knowledge of 
selling shoes. 

Note the order. It denotes that we can’t expect retail 
personnel to be efficient in fitting and selling techniques 
until they've mastered the first requisite: an intimate 
knowledge of the product they fit and sell. In short, 
the first law of all effective service and selling in retail 
shoe business is a thorough knowledge of the shoe—- 
everything that goes into it (the “anatomy” of the 
shoe), and how each of these parts serves its purpose 
(the function of the shoe). 

Ironically, this “first law” has been the most neg- 
lected in virtually every retail shoe training program— 
whether the program consists of a formal course of 
instruction, or just a simple learn-by-doing apprentice- 
ship. Even many of our experienced retail sales per- 
sonnel, plus many retailers themselves, fall surprisingly 
short in fulfilling the tests of this vital “first law.” 


Significant Series On Way 
Boot aND SHOE RecorpeR, following an extensive 
six-months probe into this major challenge, will now 
launch a new series of articles entitled, “Shoe Tech- 
nology—And How To Merchandise It.” 
This series, which begins with the March 1, 1958, 
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Beginning with the March 1 issue, the RECORDER 
will publish a series of approximately fifty articles by 
WILLIAM A. ROSSI, Field Editor, dealing with shoe con- 
struction. The series will run for two years and will be 
the most ambitious of its kind ever made in the industry. 


issue, will consist of approximately 50 articles, and 
will run in the REcoRDER over the next two years in 
every issue. Obviously, it comprises the most ambi- 
tious and extensive presentation of its kind ever made 
in this industry. 

Basically, here’s how the series will shape up: 

There'll be approximately 16 different articles on 
“shoe components”—the separate important parts of 
the shoe. These will include outsoles, innersoles, mid- 
soling, counters, box toes, shanks, heels, welting, lin- 
ings, goring, vamps, quarters, threads, fillers and 
cements, ornaments, etc. 

There will be nine different features on major shoe- 
making constructions. These will include Goodyear 
welt cement process, sliplasted, stitchdown, moccasin, 
McKay, vulcanized, prewelt, Littlkeway lockstitch. 

There will be a dozen articles on the important shoe 
leathers—calf, kid, side, patent, sheep, reptiles, cordo- 
van, and a miscellaneous group (pigskin, kangaroo, 
ostrich, shark, etc.). In addition, there'll be a back- 
ground story on the history of leathermaking and mod- 
ern tanning methods. Also, features on how leather is 
colored, how it is embossed, and leather finishes that 
result in special surfaces. 

There will be articles on the important shoe fabrics 
and other types of shoe upper materials. A couple of 
articles will take up rubber-fabric footwear, now an 
important part of the footwear industry. 

Several articles will deal with the basic shoe designs 
(bal, blucher, moccasin, ghillie, brogue, jodpur, mule, 
boot, monk, strap, oxford, sandal, pump, gore, tie, 
shawl tongue). Special slipper designs will also be 
discussed (Romeo, Juliet, Congress, Everett, Faust, 
Opera, Scuffs, etc.). 

There will be articles on lasts—how they’re made, 
styled, sized or measured. Shoe patterns will also be 
discussed, along with at least two important articles 
on shoe sizing. 

[TURN TO PAGE 112, PLEASE] 
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A leather that combines the 

mellow richness of a medieval pageant with 
the gay brilliance of a modern Mardi Gras. 
A riot of color ... every skin 

random patterned and individually worked 
by a Surpass skilled craftsman. 

Get in the Carnival spirit with 


CARNIVAL KID 


Member Kid Leather Guild 


Surpass Leather Company 
10TH AND WESTMORELAND STREETS PHILADELPHIA 40, PA. 
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IT’S ALWAYS 


TIME...NOW... 
FOR THE 


FALL and WINTER 1958 


LEATHER SHOW 
FEB. 25-26 


WALDORF -ASTORIA NEW YORK 
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SALES TRAINING SERIES 





What you should know about the 


This fourth article on the Tanning of Leather continues the story of the 


finishing operations which give leather its beauty and surface interest. 


With this article, the study of leather is concluded. It will be followed by 
a discussion of all the other basic materials that go into footwear. 


S mentioned in a previous arti- 
cle, the finishing processes 
after actual tanning are re- 

sponsible for the beauty and glamor 
of the finished leather. In addition, 
the process of replacing fats, oils 
and greases in the leather gives the 
desirable characteristics of softness, 
pliability and texture. 

It is a simple fact that leather is 
useless in the dry state. It is there- 
fore extremely important to know this 
in handling the common complaint of 
brittle leather. Many regular custom- 
ers have been lost because of the lack 
of a clear understanding of the impor- 
tance of fats, greases and oils in 
leather. 

It is a common experience for stores 
that service railroad commuters to be 
plagued with returns and complaints 
of expensive men’s shoes that have 
been worn only a few times but whose 
heavy leather soles are practically dis- 
integrating. The large holes on the 
bottom of a shoe may definitely not 
be the result of wear. A salesman who 
knows the basic causes would know 
how to handle the situation. A suitable 
explanation or adjustment could be 
made. Now let us see why the good, 
heavy, expensive leather sole practi- 
cally disintegrated. 

In certain railroad cars, there are 
radiators extending the length of both 
sides of the train. The trouble starts 
when a rider, whose shoes have be- 
come saturated with water, enters the 
train, finds a seat near the window. 
unfolds his newspaper and proceeds to 
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read comfortably with one foot rest- 
ing atop the radiator, which is hot. 
Since his shoes are sopping wet, the 
heat from the radiator dries out the 
leather, removing all fats, oils and 
greases. The fibers that make up the 
leather become dried out and brittle. 
The fibers then break up and bits of 
leathers will break off from the sole. 
leaving large holes that smell of burnt 
leather. We repeat, this only happens 
to one shoe of a pair (the shoe that 
rests on top of the radiator) and only 
after a heavy rain or snow. Many 
customers have been pacified with 
proper explanations and many unjus- 
tified objections have thus been han- 
dled satisfactorily. 

The leather sole in this case is actu- 
ally burned and a complaint is not 
justified. It is not the fault of the 
shoe, salesperson or anybody but the 
customer himself. After all, if a new 
watch is dropped and the main spring 
breaks, one cannot blame the watch: 
or if a brand new car smashes against 
a tree on its first time out, it does not 
result in a complaint against the car. 
Proper handling of the complaint of 
the burnt shoe can overcome any dis- 
satisfaction the customer may feel. 

Other finishing operations, in addi- 
tion to those described in the issue of 
January 1, are: 

Embossing—a method of ornament- 
ing leather with a raised design. The 
leather is placed in a hydraulic press 
in which an engraved plate (simulat- 
ing reptile, scotch crushed 
leathers or any other fancy design) 


grain, 


forces the fibers of the leather surface 
into the crevices of the plate, perma- 
nently fixing a design on it by the 
heat and great pressure of this opera- 
tion. 

Scars, scratches and other undesir- 
able marks on the grain surface are 
effectively hidden by the process of 
embossing. 

Two-tone effects may be produced 
by spraying another color at an angle 
so that the crevices or ridges are 
coated by the spray. A stencil can 
also be used for coloring purposes. 

Boarding—a folding of the leather 
with the grain side in, using a suitable 
amount of pressure so that there will 
be a series of tiny parallel creases on 
the grain side. A box grain appear- 
ance may be obtained if the leather is 
folded in one direction and then re- 
folded at right angles to that direc- 
tion. By using a third folding in a 
direction diagonal to the other two, 
a pebble-like grain is obtained. Other 
directions of folding will cause other 
designs, such as crushed leather. This 
operation can be performed by hand, 
machine or After the 
boarding operation, the grain surface 
make the surface 


embossing. 
is ironed out to 
smooth. 

Patent leather—like suede. is not a 
particular kind of leather, it is a 
bright, glossy finish that is applied to 
the different types of chrome-tanned 
leather such as side leather, kips, 
horsehides, colt, calf or kidskins. 

The leather is covered with three 
different coats of varnish that pro- 
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by SEYMOUR HELFANT 
B.S., M.S., LL.B.; Sales, Marketing and Personnel Training 


Consultant; 


Manager, 


Smaller Stores Division, N.R.M.A. 


TANNING OF LEATHER 


TOGGLING:;: this is the final process in the making of 
suede. The skins are stretched smoothly, then held by 
the toggles until they are dried in very carefully con- 


duce a very high gloss. Each coat 
must be thoroughly dried in direct 
sunlight or with ultra-violet light be- 
fore the next coat is applied. The sur- 
face must also be very smooth. Cau- 
tion must be exercised to see that no 
dust or hairs adhere to the varnish, 
to insure against cracking or peeling. 

In the past few years there has been 
a great development in the lacquers 
and varnishes used to increase the 
toughness, flexibility and texture of 
the leather. Although these develop- 
ments have produced a better finish 
that resists peeling and cracking more 
than formerly, no salesman should 
ever 
patent climatic 
changes of hot and cold can cause 


guarantee the wearability of 


leather. Extreme 


February 15, 1958 


uneven expansion and contraction of 
the leather and varnish. This causes 
cracking that makes patent leather so 
unattractive. The customer should be 
cautioned about preserving patent 
leather. The use of various preserving 
creams on the market should be en- 
couraged. 

Gold leathers are finished by apply- 
ing a very thin layer of gold leaf and 
glazing it. Care must be exercised, 
when the shoe is worn, as the gold 
leaf rubs off very easily. 

Silver leather has a very thin leaf of 
aluminum applied to it. Aluminum 
does not tarnish, as silver does, upon 
direct contact with the air. 

Finished leather is 


according to 


sorted and 


graded, standards of 


trolled heat. This process develops depth of color, and 
gives the nap its final fluffing. Photo, courtesy John R. 
Evans & Co., Camden, N. J. 


evenness of color, fineness of grain, 
general appearance and feel. It is 
then classed as first. second or third 
grade. 

Finally it is measured by special 
machines. The total footage is com- 
puted and marked on the leather. It 
is then ready to be sold, by the square 
foot, in lots with other leathers of 
similar kind, weight and grade. 

Before concluding our discussion of 
leather, it is important to know the 
various types of leathers and the termi- 
nology used on the market. 

A number of leathers used in shoes 
have already been discussed in previ- 
ous articles. For example, the leathers 
of the bovine (cattle) group, already 

[TURN TO PAGE 122, PLEASE] 
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Gains Small for Top 


N 1957, the nation’s leading shoe 
of the 


smallest gains—both in pairage 


producers showed one 
and dollar sales—in several years. 
While the shoe industry as a whole 
showed only a one per cent gain in 
pairage in 1957 (594 million pairs 
as against 588 million in 1956), the 
top manufacturers did only slightly 
better. For example, the five biggest 
producers actually showed a loss in 
pairage output of a quarter of a mil- 
lion pairs last year as compared with 
1956. The 10 firms 
showed a 1.9 per cent gain. And the 


top combined 
top 20 firms had a rise of 2.5 per cent. 

By comparison, the top five firms 
in 1956 showed a 4.1 per cent pairage 
1955. The top 10 firms 
were 5.6 per cent ahead, And the top 


gain over 


20 firms came out 4.2 per cent ahead. 
Thus, in 1957 the leading firms had 
a real letdown in the pace or share of 
their pairage gains, as compared with 
previous years. 

In 1957, the five leading manufac- 
turers produced 159,818,039 pairs, 
which represented 25.9 per cent of the 
whole industry’s pairage output. How- 
ever, this was 243,157 fewer pairs 
than the output of these five in 1956, 
when this group’s output accounted 
for 26.4 per cent of the industry’s 
total production. 

The leading 10 manufacturers com- 


bined showed a pairage gain of 2.5 
million pairs in 1957, or a 1.9 per 
cent rise. By contrast, in 1956 this 
group had a nine-million-pair, or 5.6 
per cent, gain. 

The leading 20 producers in 1957 
showed a rise of nearly four million 
pairs, or up 2.5 per cent. But in 1956 
these 20 firms showed a 10-million- 
pair gain, or a rise of 5 per cent. 


Important Shifts 


Last year, the pairage share of the 
total output accounted for by the Big 
Five fell to 25.9 per cent, as against 
26.4 per cent in 1956. The Big Five’s 
share of the industry’s total produc- 
tion has hovered around the 26 per 
cent mark in recent years, with only 
slight variations year to year. 

The top 10 firms in 1957 accounted 
for 31.2 per cent, slightly above the 
31.1 per cent of the output they ac- 
counted for in 1956. 

The leading 20 firms accounted for 
35.8 per cent of the total production, 
the 
this 


which was a shade better than 
35.5 
group in 1956. 

A number of important shifts in 


per cent represented by 


position ratings took place among the 
top 20 firms last year, in regard to 
pairage output. For example, Brown 
Shoe regained third position in the 
General Shoe. 


ratings. displacing 





HOW THE TOP 10 SHOE MANUFACTURING FIRMS 
"RATED" IN DOLLAR SALES IN 1957 





1957 RATING 
POSITION COMPANY 
| International Shoe Co. 
Brown Shoe Co. 
General Shoe Corp. 
Endicott Johnson Corp. 
United States Shoe Corp. 
J. F. McElwain 
Craddock-Terry Shoe Corp. 
Consolidated National 
Shoe Corp. 

Wolfe Shoe Mfg. Co. 
Green Shoe Mfg. Co. 


$266,800,000 
219,185,000 
195,159,000 
151,359,762 
38,481,602 
44,036,190 
28,772,398 


21,801,200 
17,955,000 
18,000,000 


CHANGE 
1956-1957 


DOLLAR SALES % 
1956 1957 
$266, 100,000 
236,946,000 
223,266,000 
146,016,168 
42,660,238 
42,000,000 
29,228,679 = 


+ 8.0% 
+14.0 
— 37 
+109 
— 4.46 
1.6 


20,897,000 
20,100,000 
18,100,000 


4g 





Totals 


$1,001,550, 152 


$1,045,314,085 + 4.4%, 








PERCENTAGE SHARE OF 
TOTAL PAIRAGE OUTPUT 
BY THE BIG FIVE 





1956 «1957 
8.6%, 
6.1 
49 
4.8 
15 


International Shoe 
Endicott Johnson 
Brown Shoe Co. 
General Shoe Corp. 
J. F. McElwain 





25.9% 25.9%, 





which had taken this spot away from 
Brown over the past couple of years. 
Brown’s acquisition of Kinney helped 
to fatten the pairage figures and move 
Brown up in the ratings. 

United States Shoe Corp. jumped 
from 8th spot in 1956 to 6th place in 
1957. This firm showed the largest 
pairage gain (10 per cent) of any 
of the Big Ten. Three firms among 
the Big Ten (International, J. F. Me- 
Elwain and Green Shoe) showed ap- 
preciable production drops, over-all 
averaging nearly 5 per cent. 

Position rating changes also took 
place among the second 10 firms. 
Ideal Baby Shoe moved up from 13th 
to llth place, while Lown Shoe 
dropped from 11th to 16th spot (due 
to a closing of one of their plants last 
year.) Ettelbrick moved up from 18th 
to 14th spot in the ratings; Kesslen 
rose from 14th to 12th. Incidentally, 
had Lown Shoe not shown its sub- 


with 1956—the second 10 group of 
manufacturers would have shown a 
healthy 6.2 per cent gain in the pair- 
age for 1957. 

There is one important exclusion in 
our listings: Shoe Corp. of America. 
Their figures are not currently avail- 
able. However, this company accounts 
for a very substantial pairage—esti- 
mated roughly at around 12 million 
pairs. Obviously, inclusion of this pair- 
age would substantially lift the total 
pairage of the Top Five (Shoe Corp. of 
America would likely rate about 5th 
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Producers in 1957... 


The top five shoe manufacturers showed a loss of a quarter of a million 
pairs. The top ten gained only 1.9 per cent in pairage; 4.4 per cent in 
dollars. Although the industry as a whole established a new high for 


shoe production, the gain over 1956 was only one per cent in pairage. 


position), the Top Ten and Top 
Twenty. 

Another interesting observation is 
this: In 1957, the shoe industry 
gained a total of six million pairs— 
from 588 million to 594 million. But 
the leading 20 shoe producers ac- 
counted for nearly four million pairs, 
or 63 per cent, of the industry’s total 
gain. The Big Ten alone accounted 
for 57 per cent of the gain. 


Dollar Sales Gains 
In 1957, the Top Ten showed a 4.4 
The 


almost 


per cent dollar gain in sales. 
total increase amounted to 
$44 millions. 

Total dollar sales amounted to 
$1,045,314,000, in comparison with 
$1.001,550,000 in 1956. 

This was a big drop from the show- 
ing made by this group in 1956, when 
a dollar sales gain of $105 millions, 
up 12.4 per cent, was shown. 

Biggest dollar sales gain was regis- 
tered by General Shoe Corp. How- 
ever, the specific shoe sales dollar gains 
are difficult to assess because of the 
complexity of General financial set- 
up, which includes such non-shoe or- 
ganizations (and dollar earnings) as 
the Hoving Corp., Tiffany, Bonwit- 
Teller, and others. Over-all, however, 
General Shoe Corp. had an $18 mil- 
lions sales gain, amounting to an in- 
crease of 14 per cent. 

Other big dollar sales gainers were 
United States Shoe Corp. (10.9 per 
and Wolfe Shoe Mfg. Co. 
(11.9 per cent). Brown Shoe also 
showed a hefty 8 per cent rise. 

Dollar sales declines were shown by 
Endicott Johnson (3.7 per cent) and 
J. F. McElwain (4.6 per cent). Inter- 
national Shoe, Consolidated National, 
and Green Shoe Mfg. Co., all stayed 


cent), 
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HOW THE TOP 20 SHOE MANUFACTURING FIRMS 
"RATED" IN 1957 PAIRAGE PRODUCTION 





1957 RATING 

POSITION COMPANY 
International Shoe Co. 
Endicott Johnson Corp. 
Brown Shoe Co. 
General Shoe Corp. 
J. F. McElwain 
United States Shoe Corp. 
Consolidated National 
Shoe Corp. 
Cosmos Footwear Corp. 
Craddock-Terry Shoe Corp. 
Green Shoe Mfg. Co. 


PAIRS PRODUCED 

1956 1957 
53,433,683 50,952,354 
36,342,516 36,360,582 
26,908,485 29,105,105 
28,200,000* 28,700,000* 

9,176,512 8,700,000 

6,023,803 6,636,186 


% CHANGE 
1956-57 
— 4.6%, 


eee 
+ 2.0 


6,418,864 
6,235,617 
5,825,550 
4,500,000 


6,420,000 
6,360,304 
5,934,441 
4,300,000 





Totals: top 10 firms 


Ideal Baby Shoe Co. 
Kesslen Shoe Co. 

Wolfe Shoe Mfg. Co. 
Ettelbrick Shoe Co. 

Muskin Shoe Co. 

Lown Shoes, Inc. 

Trimfoot Co. 

J. Edwards Shoe Co. 
Knapp Bros. Shoe Mfg. Co. 
Weyenberg Shoe Mfg. Co. 


183,065,030 


186,458,972 


2,802,920* 
2,772,000 
2,911,531 
2,504,736 
2,650,000 
3,402,569 
2,290,000 
2,050,000 
2,297,000 
2,000,000* 


3,223,360* 
3,060,000 
2,934,000 
2,925,834 
2,700,300 
2,615,000 
2,398,000 
2,218,656 
2,260,248 
2,150,000* 





Totals: 2nd 10 firms 


Totals: Top 20 firms 


208,745,786 


25,680,756 26,485,642 


212,550,672 


* Estimated by Boot and Shoe Recorder 





EDITOR'S NOTE 
Among other shoe manufacturing firms whose pairage is believed to be 
above two million pairs, but whose figures are not available, are Dunn 
& McCarthy, Sudbury Footwear, H. H. Brown, Shoe Corp. of America, 
Moran Shoe Co., Albert H. Weinbrenner, Hubbard Shoe Co. 





even with the previous year. 

The shoe industry’s total sales (at 
factory or wholesale prices) in 1957 
amounted to approximately $2.2 bil- 
lions. Thus, the Big Ten firms would 
appear to account for half of these 
sales. However, such an_ interpreta- 
tion would be inaccurate. 
instances, such figures as retail shoe 
sales (where the manufacturers own 


In several 


or operate their own stores) are in- 
cluded. Or again, sales from “non- 


shoe” sources owned by the Big Ten 
firms. There is no way, due to un- 
availability of break-down figures, that 
solely the total wholesale level shoe 
sales figures can be obtained. 

The total dollar sales of the second 
10 
$100 millions, or about 10 per cent 
of the share of the first 10 firms, and 
less than 5 per cent of the industry’s 


firms amounted to an estimated 


sales as a whole. 
[TURN TO PAGE 111, PLEASE] 
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Trade Trends. = 








Children’s shoe manufacturers reportedly dis- 
turbed and irked at some of recent covers on 
Saturday Evening Post. In five-month period 
(June-October 1957) a half dozen covers showed 
kids in sneakers rather than shoes. Comments 
National Shoe Manufacturers Association, “Ap- 
parently as far as artists are concerned, all chil- 
dren wear the type of footwear (sneakers) 
shown.” NSMA proposes that the children’s shoe 
producers, plus Leather Industries of America, 
try to get spotlight on leather footwear in illus- 
trations of this sort. 


The problem, however, goes much deeper, say 
trade observers who are trying to probe it. 
A large share of kids like and prefer sneaker- 
type footwear. Applies especially to boys . . 
and more recently to teen-age girls who’ve taken 
up wearing of white sneakers as popular fad. 
Sneaker-shod kids very common sight on school 
grounds, for those who’ve taken trouble to ob- 
serve. Also, old stigma of sneakers being foot- 
unhealthy has been largely removed, due to 
much “educational” effort by rubber footwear 
producers. (Note tremendous growth of rubber- 
fabric casuals in both adult and juvenile field 
in recent years.) 


A solution to solve or remedy problem for makers 
of leather juvenile shoes? Qualified observers 
3ay publicity may help some, but not enough 
to cause the desired switch. What’s needed, 
they say, is introduction of new types of leather 
footwear that can compete with sneaker-types 
for kids preferences. Kids evidently like their 
footwear very lightweight, easy-on, flexible, etc. 
Note that kids’ sneaker-wearing no longer con- 
fined to summer months, but getting more year- 
round. There used to be a well-known ad slogan, 
“Ask the man who owns one.” So our sugges- 
tion: How about asking the kids their pref- 
erences in footwear—and why? Might develop 
into some interestingly fresh ideas in juvenile 
footwear. 


ooo 


Mortality or liquidation rate of retail stores 
causing growing concern. While the number of 
retail stores is gradually increasing, it takes 
the starting of more new stores to bring about 
this net gain. For example, in the 1949-52 period, 
it required turnover of 25 stores to net one new 
retailer (that is, 25 retail enterprises were born, 
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died or changed hands.) In the 1953-56 period, 
it required turnover of 50 stores—just double— 
to produce a single net gain in retail stores. In 
other words, the average retailer today can 
expect a shorter business-life span. 


One cause of this, says Victor Lebow, marketing 
consultant speaking before Babson Institute, is 
that that we may be taking on too much “selling 
space.” Trend has been strong toward bigger 
and bigger stores, which add selling capacity. 
Bigger stores take on more efficiency and size, 
plus growing variety of merchandise. Pressure 
increases on smaller stores, also middle-sized 
ones. Pressure of low-volume-geared prices, one- 
stop shopping, credit, etc., which smaller stores 
find tough or impossible to meet. * , 

Note that this theme is similar to one posed by 
Stephen Masters, who heads giant discount house 
chain. He stated that modern retailing trend 
is toward massive stores, that middle-of-road 
store (in size and selling practices) is destined 
to fade. Low prices, volume selling, shaved-to- 
bone costs, streamlined merchandising . . . this 
is wave of future, he claims. Lebow pretty much 
confirms this, as do other economists and mar- 
keting men. 


Retailing analysts also note turnabout in up- 
grading trend so popular in recent years. Lebow 
cites this . . . says rising costs of distribution 
make low prices tough to achieve except via 
volume operations. This is further motivating 
store-size growth, and simultaneously making 
tougher competition for smaller operations. Syn- 
dicated economist-writer Sylvia Porter reports, 
on basis of many key interviews with merchants, 
a definite consumer “tendency to trade down on 
buying.” Also an increasing price-consciousness, 
plus closer-to-season buying. Summed up: Con- 
sumers strongly more selective in their buying 
and spending. With the “slight” recession set- 
ting in, as forecast by most economists, over 
the next 6-8 months, this selective buying situa- 
tion poses an even greater challenge for retailers. 
000 


Current trends may stir up some real problems 
and challenges for brands . . . in shoes as well 
as in many other products. For years many of 
the huge stores (local or national) have tended 
to promote their own brands. In shoes, this has 

[TURN TO PAGE 123, PLEASE] 
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.« where Lantuck \W puts on the show! 


February 21 through February 26—the plumpers and heel pads...in hard and 
Allied Products Show. Come see for your- soft box toes ... as a base for vinyl-coated 
self still further evidence of the way uppers and lining materials ...as a sup- 


Lantuck non-woven fabrics have proved port for fine-gauge leathers... 





themselvesinoneshoeapplicationafteran- .,.,and remember, Wellington Sears also 
other ! You'll need no key for 303 and 303A. _ offers an outstanding line of woven fabrics Semon, 


See how Lantuck works wonders...as for footwear! wre 


west Pow 
MANUFACTURING CO 


LAWN TFT U €C K’ non-woven tabetes 


WELLINGTON SEARS COMPANY, 65 WORTH STREET, NEW YORK 13, N.Y. 
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Style Themes Stressed 
at Allied Products Show 


Fresh ideas and styling features for the highly competitive year ahead will 
be presented at the Allied Trades Show, February 22 to 25. Nearly 170 ex- 
hibitors will offer products and services in over 200 sample rooms. 


HE Allied Shoe Products and 

Style Exhibit opens its four-day 

presentation, February 22-25th 
at the Sheraton McAlpin Hotel at 34th 
Street and Broadway, the heart of the 
shoe district in Manhattan. Nearly 170 
exhibitors, representing the nation’s 
leading shoe supply firms, will present 
their wares and services in over 200 
sample rooms. 

The Allied Show Exhibitors Com- 
mittee states, “With the shoe industry 
girded for one of its fiercest competi- 
tive years, fashion merchandising in 
1958 is certain to play its most promi- 
nent role in many years. Shoe manu- 


facturers and other interested shoe 
Bernard Abrams, Inc. ............ 445 & 447 
Allens Manufacturing Co., Inc. ........ 438 
Allied Chemical Coatings, Inc. ..1390 & 1391 
Allied-City Wide, Inc. ................ 407 
Allied Tape Corp. ............ 1390 & 1391 


American Biltrite Rubber Co. ..... 531 & 533 

American Shoemaking ....Trade Press Room 

American Shoe Specialties Co., Inc. 
Colonial Room 


Amory Counter & Plastic Co., Inc. .... 456 
Pie MeO Rs ocak ca oo eceneseoe 405 
Pipes ot Pe TNE. ec ccc ci ckcsscis 
Atlantic Heel Co., Inc. .............6. 456 
Auburn Wood Heel Me a Faia tc las oe et 518 
Avon Sole Co. .. 364 
BP ON KG co od eee . 579 
oo Ear 305-305A 
Bay State Fabrics, Inc. .......... 542 & 544 
Wamreet Seen Ge... WE oc iss se 412 
Nt NOP GOs ook vcd bewwcsis Se 442 
ee Co Sat | Sa rey 308 
Beer-Stern Import Corp. .............. 308 
Ben-Berk Fashion Creators ............ 363 
Bensam Products Corp. ............... 535 
Billard Manufacturing Corp. . 543 
Henry S. Blackwood, Inc. ............. 368 
B. Blumenthal & Co., Inc. ............. 575 


Boot & Shoe Recorder....Trade Press Room 
Borg Fabric Division —The George W. 


on a SE es ean yr 309-309A 
Bowcraft Trimming Co. ......... Blue Room 
Bristol, Rubber Co. Inc. ..........5.--. 529 
Brookside Manufacturing Inc. . .307-307A 
RUStGNE: A BOWE TRG is eda coney 517 
Campbell Bosworth Machinery Co. .... 310 
Canoga bert Ca, tid... icc. k yi ce ms 360 
Castle Trimming Co., Inc. ............. 316 


C. & C. Button & Trimming Co., Inc. 
Colonial Room 
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groups now are eagerly seeking fresh 
ideas and styling features which can be 
effectively merchandised. 

“The allied trades exhibitors have 
come up with a vast array of new prod- 
ucts designed to help shoe manufac- 
turers and retailers sell shoes under 
extremely competitive conditions via 
fresh and exciting styling appeals. The 
Committee believes that these many 
new products and ideas will be a 
major contribution in helping the shoe 
hold 


sumer dollar in a year of intense com- 


industry its share of the con- 
petition.” 

The “working weekend” that proved 
so popular with the trade will again be 


P. Clayman & Sons, Inc. ........... ae ee 
Clemtex Manufacturing Co., Inc. .. 519-521 
Columbia Button & Nailhead Corp. . 515 
Columbia Combining Co., Inc. ... . 406 
Columbia Novelty Company, Inc. 410 
Consolidated Rubber & Plastics Co., Inc. 452 
Cooney-Weiss Fabric Corp. . 550-552 
Crest Industries, Inc. ..............520-522 
Crown Rubber Company ..... 5, 
Daniels Mfg. Co., Inc. . : 420-422 
Davis Box Toe Company, Inc. ...... . 506 
Delco Rubber Corporation ... 680 
Daniel Diker & Company, Inc. . 411 
Elaine Novelty Co., Inc. 435 
Elfskin Corporation ......... . 428 
Embassy Embroidery Co. . . 510 
Essex Shoe Supply Co., Inc. . 366 
Far Eastern Fabrics, Ine. .. . 480 


Federal Industries-Division of Textron, inc. .462 


Felch-Anderson Co. > ae 
Jack Feldstein ............... 305-305A 
Flamm & Gladstone, Inc. Pony eo goae) 341 
Flex-Tex Combining Co., Inc. .. 414 
Footcraft Novelty Works .. 482 
Footwear News .. Trade Press Room 
Fred Frankel & Sons ... See 6 547 
French Beading & Novelty Co. ... 1892-1894 
Fur Trimming Mfg. Corp. jas ae 
Charles Gerber, Inc. ......... . 401-403 
Gold Crown Fabrics, Inc. ..... 550-552 
Golden Leatherboard Co. . ' 556 
Gro-Cord Rubber Company 346-348 
Halo Associates, Inc. ......... er | 
Harvard Coated Products Co., Inc. ... 536 


Haverhill Shoe Novelty Co. 
300-301 -300-301A 


H. & W. Shoe Supplies Co. ... 345 
eS ee ee 525 
House of Trimmings, Ltd. ............. 460 


in effect with all lines in the hotel open 
for inspection from 9 A. M. Saturday, 
February 22nd through to 3 P. M. 
25th. It is ex- 
pected that many show visitors will 


Tuesday, February 


again take advantage of the early 
Saturday opening in order to obtain a 
greater time spread for shopping and 
detailing of lines prior to the Tanners’ 
Council Leather Opening on Tuesday 
morning, February 25th at the Wal- 
dorf-Astoria. Schedule calls for the 
Allied Show to close at noontime on 
February 25th as the Leather Show 


gets under way. Among the firms ex- 


hibiting in the Sheraton McAlpin 
Hotel are: 

Ideal Rubber Heel beans Co. ... 414 
Jaffe & Jaffe ........ . 416 
Bennett W. Jayne, Inc. 336 
Jayne-Robinson Corp. . 336 
Kaiser Binding, Inc. .. 467 
Kaplan Products & Textiles, Inc. ....... 580 
Albert R. Lakow Company, Inc. .... 425 
La Modiste 444 


Lantuck Dept. Wellington Sears Co. 303-303A 
Leader Heel Co., Inc. fies aon 
Leather & Allied Show Daily 

Trade Press Room 
Trade Press Room 


Leather & Shoes 


Al Lewis Shoe Styles . 454 
Dan Lewis, Inc. 312 
Maurice Lewis & Co. 343 
Linen Thread Co., Inc. 417 
Lopa Creations, Inc. . 423 
Lowell Counter Company 541 
Philip Luftman Novelty Corp. 437 
Lustrous Looms, Inc. 514 
Luxury Braid Co., Inc. . Foyer Colonial Room 
A Sn er neem co oe ae 414 
Lun CRMONOEN Me. 5k ok scenes cee 351 


Metropolitan Button Works, Inc. ....... 546 


Middletown Rubber Corp. . 408 
Minna Novelty Co. .. ... 441 
Mitchell & Smith Division of Sheller 

Mfg. Corp. 352 
Moore Fabrics, Inc. 314 
Maynard H. Moore, Jr., Inc 464-4644 
Musi Corp. . . 302-304-306 
National Automotive Fibres, Inc. . 508 
National Backing Corp. .............. 440 
Newcastle Fabrics Corp. .............. 431 
North & Judd Manufacturing Co. ... 429 


Novelty Carving & Mfg. Corp. ........ 523 
[TURN TO PAGE 124, PLEASE] 
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— PLUS — 
Sports Afield Fast Food 
Coronet Modern Beauty 
Today's Health Barber Shop Journal 
Playboy Vv. F. W. Magazine 


TIE-IN! CASH IN! BIG 
RIPPLE® Sole 
CONSUMER CAMPAIGN 


(OVER 116,000,000 IMPRESSIONS 
NOW BACKS UP MORE THAN 
$3,000,000 IN NATIONAL 
PUBLICITY) 





SEE RIPPLE® Sole Exhibit 
Allied Products Show — 
Room 442 — McAlpin 
Factory Management — 
Room 706 — Netherland Hilton 











pLE Soles 


exclusive action 


GIVES YOU ALL 
THESE EXTRA 
SELLING ADVANTAGES! 


Don't be confused by corrugations, krinkles, waves, cleats, etc. ONLY 
RIPPLE® Sole’s rounded, tapered rubber ‘‘cushions'’ SCIENTIFICALLY 
OFF-CENTERED AND INCLINED REARWARD give you THIS 
EXCLUSIVE ACTION: 

1. As you take a step, REARWARD-ANGLED ‘‘cushions"’ depress, 
easing you gently down AND THRUSTING YOUR FOOT 
FORWARD. 

2. As you lift your foot, stored energy PROPELS YOU FORWARD 
AGAIN. 


Tests prove ONLY RIPPLE® Sole 
The Shoe that Walks for You 
VV Absorbs walking shock 
V/V Lengthens stride 
VV Balances weight 
\V Provides better traction 
Why take substitutes or imitations when you can sell genuine RIPPLE® Sole, 
the proven sales-getter with these positive selling advantages? 


Write for list of manufacturers 

(over 175) now offering distinctively-styled RIPPLE® 
Sole Shoes for men, women, children also — 
Ask for your Free Sales Aids Brochure 


*TM — RIPPLE SOLE CORP. 


Manufactured in U. S. A. under license from 


RIPPLE SOLE CORPORATION 


RUBBER COMPANY 


NASHUA, N. H. 
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Boston Retailers Hail 
Early Spring Sales 

THE third week in January 
found most Boston shoe retailers 
optimistic. Successful first-of-the- 
year sales were nearing their end 
and some of the high style, high 
quality stores found themselves 
satisfying a healthy demand for 
resort shoes and early spring styles 
at the same time. 

The Antell Shoe Shop at Zero 
Newbury Street, for instance, re- 
ported sales of resort shoes 20 per 
cent ahead of the same time last 
year. Printed fabrics were moving 
well, it was said, as were white 
leather and pastels such as pink 
and yellow. These were being 
bought, it was assumed, for wear 
at southern winter resorts. Con- 
currently, moreover, there had de- 
veloped an early demand for the 
traditional spring colors, with navy 
smooth leather and black patent 
running a neck and neck race. 
Opened up patterns carried the con- 
ventional round toe; closed toe and 
open back styles were selling well 
in the pointed toe shape. 

The Franklin Simon store in sub- 
urban Chestnut Hill reported an 
earlier than expected demand for 
casuals. One number, a flat heel 
pump, was said to be “selling like 
hot cakes.” These had been stocked 
in four colors: black, red, a multi- 
color known as curry gold, and 
chino, a yellow tan. Black patent, 
said a store spokesman, sells at this 
store pretty much all the year 
around. Navy blue was beginning 
to move although not in volume. 
Despite talk of a minor recession, 
there was no indication that it had 
affected the class of customer 
which patronizes this store. 

Both pastels and bright colors of 
several kinds contributed to the 
volume of what was described as 
a fairly active resort season in the 
shoe department of Bonwit Teller 
at 234 Berkeley Street in the Back 
Bay shopping district. The most 
popular pattern was the pump, 
many of which carried vamp orna- 
mentation. A healthy spring busi- 
ness was expected. 

Pumps more popular even than 
last year was the story at the two 
Kays-Newport stores, one in Tre- 
mont Street in the downtown dis- 
trict and the other in the Back Bay. 
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Plain pumps were equally as good 
as those with throat and vamp 
ornamentation, it was said. Black 
patent appeared to be ahead of blue 
but not by a wide margin. Pointed 
toe lasts were the best sellers in 
shoes carrying the little heels, it 
was reported, but there was still 
some resistance to that toe shape 


on styles carrying high heels. 
* * * 


Chicago Volume Seen 
Slowly Accelerating 


CHICAGO retailing is gradually 
recovering from its fall slump. Ex- 
cept for a heavy snow storm, which 
retarded sales, volume has_ been 
healthy. 

Women’s fashion business in the 
volume outlets has also regained 
normal activity. Clearance sales were 
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Pebbled kid leather shoes 
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A careful use of vertical space is seen 
in this ad for pebbled kid leather shoes. 
Denver Dry Goods Co., Denver. (3 cols.) 
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partly responsible for the good Jan- 
uary showing. Fall merchandise was 
offered in most stores and it was 
cleaned up early and well. However, 
at the same time there has been a 
steady acceleration of current sea- 
sonal shoes. 

Patents are outselling everything 
in women’s shoes in many stores. 
They are followed by blue, which is 
making a strong comeback, as com- 
pared with the past several seasons. 
At this point, Navy is outselling the 
lighter blues. In the middle of the 
road stores, black suede and calf are 
still in brisk demand. But here, too, 
patent is fast taking over. The fash- 
ion chains have done well with metal 
and bright colored patents. The 
growth of the little heel indicates an 
interesting season. It is expected to 
account for extra pair sales by new 
fashion conscious customers. 

The men’s shoe business shows 
more life and variety early in the 
season than it has for years. The 
sale of brown has picked up and 
should accelerate. If brown continues 
it could account for good extra pair- 
age figures. Light weight construc- 
tions, expected to dominate by 
spring, are also doing well at this 
early period. Stitch and turn pat- 
terns, which have been big fall and 
winter shoes are now accepted practi- 
cally as staples. 


% * * 


St. Louis Clearances 
Only Dent Inventories 


CLEARANCES continue for deal- 
ers in St. Louis, who found them- 
selves seriously overloaded at the 
start of the new year. Consumer buy- 
ing is not brisk, either in clearances 
or on spring pairs. Some stepping up 
in women’s volume has been noted, 
with one suburban department store 
branch finding January running 
more than five per cent above the 
same month last year. Men’s outlets 
report January volume up slightly 
over November and December. 

In family type operations, inven- 
tories of men’s and boys’ shoes are in 
better balance than at this time last 
[TURN TO FOLLOWING PAGE, PLEASE] 
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year. Some small stores are eyeing 
their sizeable stocks of women’s 
brushed casuals with dismay. Women 
are passing up fall-styled casuals, 
even at reductions of 25 and 35 per 
cent, and buying colorful gay canvas 
skimmers and low-cut canvas ties. 

The only really sticky item, small 
store retailers as a group report, is 
galoshes and storm boots. 

Displays and advertising to tie in 
with February national magazine 
Red Shoe Red promotions are in evi- 
dence all over the city. Stix, Baer & 
Fuller names the color Mountie Red. 
Kline’s gives it no name, but has 
devoted a prominent case on aisle 
traffic to its ‘“‘The Redder the Better” 
promotion. 

Women’s laced flats of buck or 
brushed pigskin are selling well in 
red as well as in other bright colors. 
Some of these white crepe soled cam- 
pus ties feature conventional eyelets ; 
others have eyelets plus hook-and- 
eyes. All are characterized by tapered 
toes, which are preferred ten to one 
over rounded toe patterns. 

In women’s dress pairs, of course, 
black patent reigns. Response to 
Imperial Blue is increasing as Easter 
draws closer, but volume in this color 
is still relatively unimportant. 

For young boys, plain toe Shu-Lok 
oxfords in black smooth are selling 
well. Little girls are buying black 
patent pumps with swivel straps or 
removable ankle straps, as preferred 
over either red or brown. 

Thong types and straw skimmers 
for teenagers are displayed widely, 
but not moving yet. Red patent and 
black patent skimmers with pointed 
toes are selling well. Best pattern 
features flat tailored self bow, some- 
times pearl button trimmed. Black 
calf double banded T-straps are mov- 
ing in excellent volume. 

The shoe repair shop in Famous- 
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Barr is currently offering to restyle 
women’s strap or sling pumps into 
Spring-O-Lators for $2.99. Replace- 
ments for worn out Spring-O-Lators 
are also available, along with guaran- 
teed stay-ups for sling straps and 
new heels for women’s pairs. Good 
consumer response also was chalked 
up on one store’s promotion of little 
girls ““Hi-Heel Sandals For Dress Up 
Time.” 


San Francisco Clearance 
Volume Trails °57 


SHOE promotions in San Fran- 
cisco during January were divided 
between the old and the new— 
clearance sales of the old and 
spring style showings of the new. 

During the first half of the 
month the emphasis in all major 
shoe stores and departments was 
on their clearance sales. Price re- 
ductions started at twenty to thirty 
per cent. When customer response 
was slow some departments in- 
creased the price cuts to one-half. 
Even then sales continued to run 
somewhat behind a year ago. 

The first spring showing brought 
out an array of bright colors in a 
variety of materials and_ styles. 
Joseph Magnin displayed green 
trimmed numbers to match Plant- 
ers Punch garments. Sommers & 
Kaufmann featured gay silk floral 
numbers in color combinations of 
blue and green, pink and blue, and 
orange and purple, all with match- 
ing bags. They also had patent 
color combinations in abstract de- 
signs of bright red, bright green, 
and bright blue. In extreme, dressy 


models Frank More played up a 
choice showing of navy, moth, and 
white sequin calf numbers. 

Casuals got special promotions 
at H. Liebes with their line of Old 
Maine Trotters — crepe-sole moc- 
casin numbers in red, gray, beige 
and black suede; also red beige and 
black grained calf. 

Frank Werner is featuring 
dressy, pointed black patents in 
closed models, while the White 
House is promoting open T-strap 
pointed numbers in black patent 
and navy calf. These lines in both 
stores are priced at $29.95. 

The annual Bing Crosby Golf 
Tournament at Pebble Beach stim- 
ulated a demand for white flats and 
casuals for comfortable touring of 
the course by the women who were 


there in large numbers. 
* * * 


New York Clearances 
Success, Future Bright 


SHOE retailing in New York has 
held up well during past weeks. 
Clearance sales are generally over 
and it is expected that shoemen will 
now concentrate on the new merchan- 
dise. 

Merchants report that traffic in 
stores is good and that consumer re- 
action to the new styles is very 
encouraging. As one very high grade 
retailer of women’s shoes put it: 
“Our inventory is comprehensive. We 
are carrying ample stocks and are 
continuing to buy something new 
consistently. We are not buying for 
Easter only, but for continuous 
spring and summer selling as well. 

[TURN TO PAGE 102, PLEASE] 





The Fushi n South Beautiful Prints... 


n the manner of our own LIPARE 


This ad introducing a new line of exclusives by Lipare has a touch of the grace and 
decorum of the old south. The line features prints for warm weather and resort 
wear. Emphasis is on elegance, distinction. Bonwit Teller, New York (8 cols.) 
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SEOLD WEATHER SALES 


with the 


BRISTOLITE LINE 
of WATERPROOF FOOTWEAR 


Popular Bristolite Warmettes 


Fashionable and so warm! Quality selling features include full 
nylon uppers, full fleece linings, pile collars, rubber trim, front 
zippers, and foxing all around. Ladies’ and children’s sizes. 


Bristolite Dress And Work Gaiters 


Stock both Bristolite dress and work gaiters. Available in 
four and five buckle as well as three buckle for children. 
Complete range of sizes. Superior construction features at 
lowest possible selling price. 


The Original Bristolite Thermoboot 


With supervised construction at Bristol by the original developers 
of the Korean boot for our armed forces. 100% wool-face insula- 
tion with layer of dead air space to isolate heat in and cold out. 
Full latex dipped to seal insulation. Temperature ranges 60 above 
to 30 below. Made in green, red, black and the popular safety 
yellow. Sizes 5 to 14. 


Sell more — sell for less — sell the best — stock the 
Bristolite line of waterproof footwear — quality con- 
structed by our footwear craftsmen. 


AVAILABLE THROUGH LEADING FOOTWEAR WHOLESALERS. 
WRITE FOR CATALOG OF OUR LINE. 


PaSTOLT BRISTOL MANUFACTURING CORPORATION 
UII “Where Jeam work Builds G] We Z). voluear” 
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We are not afraid to buy and we are 
optimistic about the prospects for 
good business.” 

In the men’s shoe field, one buyer 
reported: “Shoe selling is reasonably 
good and if it continues throughout 
the coming season we will be in good 
shape. We are looking foward to 
holding our own and perhaps going 
ahead several percentage points. We 
are trying to expand a little; we are 
also adding more flavor to our shoe 
stocks in order to stimulate interest 
for spring. Men are buying staple 
merchandise, lighter weights, defin- 
itely. Black continues to be the num- 
ber one color.” 

These are but two opinions. How- 
ever, they represent the general 
outlook of retailers for the season 
ahead. 

In women’s shoes, the emphasis is 
on patent leather in black and navy. 
There is also a good deal of interest 
in calf and kid in smooth high finish 
or matte, as well as suede in black, 
blue, red. Some of the ad promotions 
highlight: “The point is this . 
needle heel and needle toe but now 
there is a dressmaker’s finesse about 
the grosgrain bow, the beautiful cut- 
out, the altogether feminine way this 
new shoe balances the chemise.” .. . 
“Suede takes flight. Ponte Vecchio’s 
atmospheric colors, ceil blue, cloud 
gray or beige mist, scalloped with 
jet black patent leather are trans- 
ported on comfortable lasts for a 
walking-on-air effect! Also in scarlet, 
navy or black.” . . . “Forecast: Black 
patent with mock pearl.” ... “The 
new-twist “T’ in patent. Put spring in 
your step with the newest variation 
of the T-strap . .. fresh complement 
to town silks and what-have-you. 
High needle in black patent or suede, 
also white silk, navy or scarlet calf. 
Lean lowered heel in black patent, 
also navy or red calf.” 
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Philadelphia Shoe Merchants 
Suffering Mid-Winter Lag 
BUSINESS is suffering mid-win- 

ter doldrums. Customers can be 
elassed in three groups: bargain 
hunters, vacationers going south or 
on cruises, and those who want to 
perk up drab wardrobes. 

Aside from the usual let-down 
in retail activity at this time of 
year, the attitude of a large per- 
centage is to spend cautiously. 

In spite of the present slowdown, 
downtown shoe merchants have 
been brightening windows with 
new shoes as they replace those on 
clearance-depleted shelves. Shoes 
for southern wear were attracting 
attention in Blum’s windows in 
mass arrangements of colorful new 
prints. The Picasso exhibition 
which is continuing at the Museum 
of Art until February 23 was the 
tie-in theme of certain hues of 
blue. Dewees displayed print shoes 
on the feet of mannequins which 
could be madeup to match their 
print dresses. In the bright tones, 
the blues are followed by greens— 
mint, lime—orange, and apricot. 

Merchants are confident that the 
new shorter skirts will place more 
attention on shoes. Women, more 
shoe conscious than ever, will find 
the need for shoes a primary con- 
cern in accessories. 

Many women already have been 
sold on the “new shape of fashion” 
in shoes; others are more willing 
to go along with the excitement of 
the smart, new footwear. A few 
stores have begun to advertise, 
“just arrived, new styles for 
spring.” But many others are main- 
taining their clearance sales until 
stocks are down to a minimum. At 
the same time some spring shoes 


are displayed to spark interest. 
* * * 


Slump Talk Premature 
As Denver Trade Holds 


IN SPITE of talk of a mild reces- 
sion in the Rocky Mountain area, 
retailers declared that business is 
good and will continue so. Men’s, 
women’s and children’s sales were 
all brisk. 

“My January business is as much 
as 15 per cent ahead of 1957 in all 
lines of shoes,” the head of a local 
chain of shoe stores declared. An- 
other leading retailer said that his 
big January was partly attributable 









to the fact that he held off clearance 
sales until after New Year’s. He 
added that he started spring promo- 
tions in late November and by 
Christmas was selling spring mer- 
chandise, such as black patent, red 
and beige tones in volume. 

Department store sales in Denver 
and Colorado continued to run 
ahead of the corresponding period 
last year, according to the report of 
the Federal Reserve Bank of Kan- 
sas City. A check of shoe buyers re- 
vealed that the general department 
store figures are in line with shoe 
department sales. 

Pueblo, Colorado’s second largest 
city, suffered in December when a 
leading steel mill laid off some 
workmen and reduced one-fourth of 
the city’s work force from a 40- to 
32-hour week. Shoe retailing re- 
flected the economic setback, but 
merchants said that they will soon 
make up the losses suffered. 

In the meantime, resort wear has 
been selling at all-time highs in the 
fashion shops in metropolitan Den- 
ver. Dramatic prints, bone shade in 
T-straps, opened-up pumps with ta- 
pered toes, spectator pumps with 
stacked heels, and scarlet tones in 
pumps and opened shoes have been 
leading items. In casuals, smooth 
leather thongs, wedgies in color 
contrasts and beige tones in 
punched pig with ribbed crepe soles 
have been favorites for those resort- 
or cruise-bound. 

Natural raffia wedgies have been 
selling to some extent as have high 
heel thongs in silk and in kid. A 
children’s shoe retailer said that an 
early promotion of floral print fab- 
ric shoes for children was received 
well. He foresaw popularity for a 
multicolor silk print in a modified 
toe pump, with or without patent 
instep strap. For younger girls the 
swivel strap pump in black patent 
and red is expected to be the big 


Easter number. 
* * * 


Milwaukee Retailers Laud 

Brisk Mid-Winter Trade 
POST-CHRISTMAS retail shoe 
business in Milwaukee has been 
above expectations. Despite dis- 
couraging reports of mounting area 
factory layoffs, cuts in working 
hours and complaints of purses de- 
pleted by holiday gift buying, the 

public has been out shopping. 

[TURN TO PAGE 118, PLEASE] 
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S$-T-R-E-T-C-H 
YOUR SELLING SEASON 


Cash in on Tingley's Spring Campaign 
of Consumer Advertising on-- 


HI-TOP WORK RUBBERS—BOYS RUBBERS and 
CHILDREN’S CLOSURE BOOTS & RUBBERS 


TAKE 
A LOAD 
OFF YOUR FEET 


New Tingley Hi-Top Work Rubbers give the 
same protection as 2-buckle artics but are 
much lighter and far more comfortable. 


All rubber, molded in one piece—no fabric 
lining to snag or collect dirt, Tingleys fit 
all heavy work shoes. Stretch on easily; 
won't pull off accidentally. Can be turned 
inside out for easy wiping or washing under THIS IS 

faucet. Tough, long-wearing; just the thing OUR 

for Dad’s young helper, too. 

For sale most anywhere work shoes are CURRENT 

sold. Black-natural rubber $3.59; Black- ADVERTISEMENT 
neoprene $5.50. 


It will pay you to display TINGLEY WATERPROOF FOOTWEAR, because 
. ++ you can give a better fit to more customers with—'s the inventory 
(34 sizes replace 130 sizes in lined rubbers). And, you get quick fill-ins 
from distributors’ stocks. 


Even little tots need no help 
with Tingley Closure Boots REMEMBER! This is year-round merchandise . . . farmers and their 


All-rubber (not plastic) . . . s-t-r-e-t-c-h children need waterproof footwear whenever fields and barn-lots are 
on easily . . . button snugly around the 

ankles . . . can’t pull off. No lost buttons, muddy. 

straps or loops—they’re integral parts of 
the boots. No size problem... “grow” 
with growing feet. Red, brown or black 
... fit little shoes from size 5 through 
older children's size 6. $2.69 to $3.59. 


TINGLEY RUBBER CORPORATION 
903 ROSS STREET © RAHWAY, N. J. 


RUBBER CORPORATION 
RRs SEE 27 


Rebus 1, Hew Jorsew'* Uhebtad 1006 IF YOU ARE NOT ALREADY CARRYING TINGLEY RUBBERS AND BOOTS, WHY NOT SEND FOR 
v8 Y A TRIAL ORDER TODAY! SEE FOR YOURSELF WHY TINGLEY IS PREFERRED BY MILLIONS! 
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Shank and 
Heel Ironing 


* 
af, ? 


lroning attachment 
mounts on the side 
of the G/T Fore- 
part Cement 
Lasting Machine, 
Model A. Hydraulic 
ond electric power 
is taken from the 
main machine. 


ON RIE EY RT ET A | OF 
* 


both 


Forepart Lasting 


t 


in one handling cycle 


Improved shoe bottom conditions will result from the 
use of this high production combination United’s 
Model A Forepart Lasting Machine with the new 
Shank and Heel Ironing Attachment. 

The Forepart Laster acts on both sides of the upper 
simultaneously to tension the upper over the last, wipe 
it in and bed it down firmly with heated wipers. The 


froning Attachment uses shaped, heated blocks and hy- 


SERVICE 


draulic pressure to smooth the shank and heel seat areas. 
Feather lines are sharper. 
Accurate, uniform roughing is easier to obtain. 
Heel seats are flat so heels fit better. 
The character of the last is more perfectly reproduced in 
the shoe. 
Ask United for more details on how this combination 
can help you. 


te 
(BAC JJnited. SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 









Chicago 


PRODUCTION rates for spring shoe business are now 
pretty well established. Except for fill-ins and re-orders, 
major buys for retail selling through Easter are com- 


pleted. Summer orders dominate at the moment, and 
should be concluded by buyers in the middle of next 
month. 

Salesmen on the road are sending in a flow of orders 
for a few styles to supplement the fill-ins and size-ups of 
established patterns. Sales continue to reflect the im- 
provement at the retail level. The swing is to repeats on 
most patent shoes, particularly pumps, with a step up in 
reds, yellows, gun metal, and other colors. 

Several houses have added as many as eight to ten new 
patterns, colors, or color combinations in patent. The 
response has been good. This is evidence of the retailer’s 
interest in a steady flow of new styles throughout the sea- 
son. The fact that most of the season’s leading styles are 
carried in in-stock has resulted in a steady flow of size-ups. 
It’s become accepted practice for initial buys to be smaller. 
Retailers prefer to catch the trend, then build depth in the 
best selling styles. Fewer styles and greater depth has 
become almost universal operating procedure. 

Alert retailers have finally started to promote men’s 
shoes from the fashion angle. The entire men’s industry 
realizes that it can’t depend on staples for growth. Con- 
sequently there is a concentrated search for new styles. 
A few of these in depth will probably be the answer. 

Tap soles, fiddle shanks, and the domestic-made con- 
tinental square toes, and a comeback in antiqued effects 
are marked for special promotional effort. These with 
other fashion types run from 30 to 35 per cent in most 
orders this season. 


St. Louis 


PRODUCERS in St. Louis report incoming orders are still 
running below the pace of January, 1957. Retailers, they 
say, are not ordering for spring and summer in the depth 
they did last year. 

Despite the fact that retailers are buying only the mini- 
mum they need to meet demand potential, producers 
remain generally optimistic. They feel that although some 
areas of the nation are feeling the brunt of decreased 
spending, other areas are adding consumers. Industrial 
shifts are cited as contributing factors. Case in point is 
the proposed moving of the Chrysler plant from Evans- 
ville, Ind., to outlying St. Louis. Although Evansville 
retailers will take it on the chin, the St. Louis group auto- 
matically profits. 

The year 1958 will probably bring fewer new shoe store 
openings. A spokesman for Brown Shoe Company re- 


ported recently that Regal has scheduled six to ten new 
stores for 1958, which is a few less than in 1957. G. R. 
Kinney retail division, which opened 46 new outlets last 
year, plans additional openings for 1958 but “subject to 
business conditions.” 
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Plans for the St. Louis Shoe Show, April 27 to 30, con- 
tinue. A survey made by the St. Louis Shoe Manufactur- 
ers Association disclosed that retailers list the benefits 
of attending the St. Louis show in this order: 1) personal 
contacts with top shoe personnel; 2) comparison of prob- 
lems with other retailers; 3) opportunities to survey com- 
Of the retailers queried, 70 per cent favored 
preferably small group 
allow specific problems 
retailers answered, gen- 


petitive lines. 
retailer meetings of some sort, 
meetings, since small assemblies 
io be aired. In large meetings, 
eralities are discussed. 

Miss Mildred Hill, training director for Nieman-Marcus 
in Dallas, has accepted the Association’s invitation to 
present to show visitors the program her store maintains. 


New England 


THE last week in January saw an increase in the demand 
for women’s popular price novelty shoes even greater than 
that reported two weeks ago. Some New England manu- 
facturers of this type of footwear now believe that these 
long delayed spring orders are the forerunners of more 
and even later orders to come, perhaps in February and 
possibly as late as early March. 

If this prediction is later borne out by facts, they say, 
delayed deliveries will almost certainly be the rule rather 
than the exception. There is no strong feeling that the 
manufacturer should be asked to hold the bag by building 
up large inventories in advance of demand. 

The earlier call for closed toe pumps is giving way to 
some extent to orders for the more open types. T-straps 
and sandals are appearing in the picture as it was predicted 
they would. And lighter colors, particularly in casuals, 
are being ordered, although sparingly, by northern re- 
tailers, who have noted their success at winter resorts in 
the south. 

This gradually increasing activity at the factory level 
is, of course, reflected in leather sales. Tanners report 
fair to good business on novelty leathers and textures of 
several kinds, the bulk of the business going to those in 
position to make quick delivery. However, the patent 
leather market of an abatement of the 
activity which has been noted in recent weeks. 


shows no sign 


Los Angeles 


THE number of — workers in all fields continues 
to rise in Los Angeles. Total numbers of persons receiving 
unemployment checks is said to be greater than any time 
since the recession of 1948. in spite of vastly expanded 
economy. 

The effect on manufacturers is hard to assess. When 
questioned, all averred that they were in full production, 
and said figures were definitely up over last year. However, 
when details were discussed, it often appeared that this 
offhand statement was too optimistic. 

Take the case of one manufacturer who stated his orders 

[TURN TO PAGE 116, PLEASE] 
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You and your 
customers will be 
playing Hookee, too 
as soon as you get 
your. hands on 
Huskies’ new Hook’n Eye 
half-bals with 

sleek taper toes, 
flexible foam rubber 
soles and camby buck 
in dashing Red, 
Black & Wild Oats. 


Call your local 
Huskies distributor 
in a hurry! Be the 
first in your area to 
greet the teen crowd 
with the current 
shoe hits. Hookee 

is the latest ina 
fast-moving line of 
Huskies Sports: 


Sy. 
When it's setting AMEKIO has it!" _ a $599 ,, $1799 


Call your local Huskies’ distributor in a hurry 


Hussco Shoe Company, Honesdale, Pa. ie 
Sales and Executive Offices: 47 W. 34th St, N. YN 
In Canada: Canada West Shoe Co., Winnipeg : 
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A Rebirth of Fashion... 


JOHN W. HATTON 


Among speakers at the Second An- 
nual Shoe Clinic at Washington, D. C., 
recently, were John W. Hatton, chief 
men’s and boy’s stylist of the Inter- 
national Shoe Company, and Miss Pat 
Wheelless, fashion coordinator for 
Johnson-Stephens and Shinkle Shoe 
Company. Mr. Hatton sees several en- 
couraging trends toward a_ fashion 
renaissance in men’s shoes, and Miss 
Wheelless—among other predictions 
—foresees growth in leisure wear. A 
condensation of Mr. Hatton’s talk is 
presented below, followed by salient 
points from Miss Wheelless’ talk. 


Tue important category I want to 
discuss with you is fashion in men’s 
shoes as it relates to the over-all trend 
in men’s apparel. A study of fashion 
movements brings to light that men’s 
shoe styling is very closely aligned 
with movements of style in men’s ap- 
parel. In fact, there seems to be a 
direct correlation between the wanted 
ideas in shoes and the accepted idea 
in men’s suits. For example: we have 
seen again the Ivy League, or Con- 
tinental concept of men’s clothing 
come This 
movement is toward the natural look, 
meaning the absence of padding in 
the shoulders, shorter jacket lengths, 
and above all—smaller dimensions on 
the trousers at the cuff line. 


into popular demand. 


The natural, slim elegance of cloth- 
ing demanded an immediate change 
in men’s shoe styles. We have attrib- 
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uted the current trend largely to the 
Italian influence. Frankly, certain 
Italian designers were very alert in 
creating ideas and getting them ac- 
cepted, but if the Italians had not 
come along, the style change would, 
of necessity, have occurred and we 
might have given it another name, but 
it would essentially have been the 
same result. 

A yardstick for the predictable 
changes in men’s fashions can be the 
measurement of the trouser at the 
cuff line. If trousers are small at the 
bottom, shoes will be refined in detail- 
ing, narrower in lasts, closer in edge 
extensions and in general, presenting 
the foot in a more flattering way. 

A shoe of this type not only is de- 
manded fashion-wise by the natural 
look of the clothing design, but actual- 
ly, the more of the foot that is exposed 
to view below the trouser, the more 
conscious the wearer is of foot size 
and the greater the urge to get into a 
type of style that tends to flatter the 
foot. 
bottom at some time in the future. 


If trousers become wide at the 


you can be certain that a more bold 
look and heavier detailing, wider lasts, 
follow 


wider edge extensions, will 


through in men’s shoes. 


Has Actually Worked 


Without bothering you about the 
history of fashion changes, let me say 
that this suggested rule for fashion— 
related trouser cuff to shoes — has 
actually worked out through many 
changes in men’s clothing styles and 
shoes have always followed in the 
general over-all appearance. 

Since my job is to talk to you about 
the trends in fashion, I believe | 
should start by making some predic- 
tions that I hope will not plague me 
at a later date. 

The natural, or Ivy look in men’s 
clothing, I believe is here for several 
years, with various modifications, and 
if the formula 


through, it stands to reason that light- 


suggested follows 
weight, close-edge shoes with a slim 
elegance will be wanted for the same 
length of time. 

The achievement of a foot-flattering 
look necessary today, can take many 


beautiful methods of expression and 
many treatments and detailings that 
are individual in concept with the 
manufacturer or retailer, but are au- 
thentic in depicting the present style 
trend, I mean to say that individuality, 
both in manufacturing and retailing, 
has greater opportunity today than 
at any time I know of in men’s shoes. 

The men’s part of our industry has 
suffered for many years because both 
manufacturers and retailers kept tell- 
ing themselves the industry was by 
nature conservative. Mark - downs 
were not an important factor and, 
therefore, a chance of loss was re- 
duced and business, in general, was 
safer than women’s shoes. This was a 
most unfortunate conclusion that our 
industry came to and one that has 
resulted in a decline per consumption 
of men’s shoes for over twenty years. 


A Rebirth of Ideas 


I believe we now have a re-birth of 
ideas for fashion in men’s shoes. I 
think you can confidently look for- 
ward to more mark-downs than you 
have had in the past, but by the same 
with the 
proper planning and style presenta- 


token, we should be able 


tion—to get a larger share of the con- 
sumer dollar for men’s shoes than we 
have in the past. 

A year ago we saw a substantial 
reduction in the sale of conventional 
summer shoes in many parts of the 
country. Shoes of the type that have 
for 
were bought to get an extra pair of 
the 
One by one, volume in these 
fallen. The 


white, and black and white shoes—so 


many years been seasonal and 


shoes into men’s summer ward- 


robe. 
brown and 


shoes has 


popular for years—are gradually dis- 
appearing. Nylon mesh has declined 
tremendously. Shantung shoes and 


similar types have obviously seen 


their best days. 

We, as an industry, were con- 
fronted with the strong possibility that 
leather and of 


shoes made of all 


monotone colors would be wanted 
for spring and summer. This was a 
real challenge to the manufacturer and 
presents a real challenge at retail level 
because materials for strictly summer 
shoes have lost their appeal. 


[TURN TO PAGE 125, PLEASE] 
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fashion at her feet... 





COSSACK BOOTS 
COURTESY 
GOLO OF DUNMORE 





So-smart styling . . . accented 
“4 with luxurious Borg trim. 
4 Soft, snug lining . . . lightweight, 


Q durable . . . wonderfully warm. 


foinioe of the fyilune, art, yours today 


BORG FABRIC DIVISION 


The George W. Borg Corporation * Delavan, Wisconsin 
In Canada. . 


. Borg Fabrics Limited * Elmira, Ontario 






Washington 
Newsreel 


[CONTINUED FROM PAGE 38 ]| 
business activity this year. The 
Defense Department alone plans to 
spend about $6 billion on food, foot- 
wear, and clothing for the military 
forces. 

In addition, another $17.3 billion 
will be spent for so-called military 
“hardware,” including missiles, rock- 
ets, guns, planes, tanks and the 
thousands of metal items required to 
equip troops in this atomic age. 

Total military spending this year 
will be around $17.3 billion, as com- 
pared with only $12.1 billion in 1957. 
More than half of this year’s outlays 
will occur during the first half. First 
half total spending: $9.8 billion; 
second half, $7.5 billion. 


The extra dollars needed for de- 
fense have blanked prospects for tax 
reduction. Thus, the government’s 
revenue picture has worsened in two 
ways, for spotty business conditions 
had already caused total revenues to 
decline from earlier expectations. 
The chairman of the taxwriting 
House Ways and Means Committee 
agrees with Ike that this is not the 
right time to talk of tax cuts. In 
fact, some spokesmen for the White 
House are hinting that new taxes 
may be necessary to meet the govern- 
ment’s growing demands for revenue. 


The government is planning a 
sizeable increase in the number of 
defense contracts to be awarded in 
so-called distress (widespread unem- 
ployment) areas. You can expect to 
see a noticeable gain within the next 
90 days. 

It’s part of this year’s overall 
White House plan to inject badly- 
needed procurement dollars into list- 
less manufacturing centers well in 
advance of the November Congres- 
sional elections. 

In both the Senate and the House, 
there’s growing pressure on the 
executive branch of the government 
to sidetrack a larger number of de- 
fense contracts to unemployment 
areas. (This means areas where six 
per cent or more of the work force 
is jobless. ) 

In addition, demands are increas- 
ing for easing contract requirements 
as they apply to smaller firms. (Small 
companies complain that exacting 

[TURN TO PAGE 110, PLEASE | 
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Extra Profits 






New Item! 





PERFECT GIFT 


Aunts, Uncles, Parents, Grandparents 

—all go for these little Gift rubbers. 
- ‘So Cute! So practical! Every pair 
starts a new customer for you. Please 
your customers, make extra profits 


the year ‘round. 
, Gift packaged to retail at. 98 ¢ 


Store's Oe 












Stock Number 81. 
Fits Baby’s sizes 2 to 3 only. 



















10 PAIRS 


with first spring order 
for 48 pair of Children's 
‘“‘totes’’ or more. 






LARGER SIZES 
$1.29, $1.79, 






$2.29 retail. 











Look Mommy, | can co ree wi 
TELL they're MINE! 


NO MORE CLOAKROOM SCRAMBLES! 

Now “totes” brands each pair with one of 

188 cute symbols. Children can pick out 

their rubbers on sight! Ends mixups. 

\ \\ Uh Ili// Mothers, Teachers LOVE THEM. 


Give your customers what they ask 
for — “totes” — World’s LARGEST 
SELLING Children’s Rubbers. 


DON’T MISS THESE PROF- 
ITS! Every Spring, mothers 



























buy “totes” to keep children’s ORDER FROM YOUR JOBBER 
feet dry in wet grass, dew, or—write for sample today. 
rain. Put “totes” display in 
your store. Increase your So-Lo MARX RUBBER COMPANY 
Childrens Business. LOVELAND 1, OHIO 






Piva lite Rubber Footwear for Men-Women- Children 
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[CONTINUED FROM PAGE 108] 
government specifications often make 
it difficult or impossible for them to 
get into the defense procurement 
picture. ) 










President Eisenhower’s bid for a 
five-year tariff-cutting program— 
which could produce reductions in 
U. S. duties of up to 25 per cent— 
is running into stiff opposition in 
Congress. 

A provision of the new trade pro- 









gram which would tighten up relief 
for U. S. firms injured by imports 
won’t remove all this opposition. 

As announced by the Administra- 
tion, the new trade bill will extend 
the Reciprocal Trade Agreements 
Act for another five years and permit 
the government to lower U. S. tariffs 
by a maximum of five per cent a 
year. 

It would retain the escape clause 
and national security provisions of 
the existing law which provide for 
relief for domestic industries from 
damaging import competition in cer- 
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tain circumstances. It would also 
increase the government’s authority 
to raise duties to remedy either 
“threatened or actual serious injury” 
to U. S. firms by permitting tariff 
hikes as much as 50 per cent above 
the levei in effect July 1, 1934, rather 
than the July 1, 1945, level in the 
present law. 


Congress may act this year to 
make mergers difficult if not impos- 
sible. There’s plenty of support for 
such a law. Official government fig- 
ures show that firms in all industries 
have been buying out their competi- 
tors at a record rate. The result, in 
almost all cases, is less competition. 

Chances are that an antimerger 
bill, if allowed to come to a vote, will 
win by safe majorities in both Senate 
and House. And the President prob- 
ably would sign it into law. Both 
parties favor such a law. Members of 
Congress know that a vote against 
“big business” is always popular with 
the voters. 

Mergers have been consummated 
in record numbers in recent years. 
Small firms are being gobbled up left 
and right by their competitors. And 
fewer companies within an industry 
often leads to illegal price-fixing, the 
government’s antimonopoly experts 
say. 

Way it looks now, Congress leans 
toward an antimerger law that will 
require all firms wishing to merge 
first to obtain consent from a govern- 
ment bureau or commission. (The 
Federal Trade Commission could get 
the job, or a new board could be set 
up.) Upon receiving notice of an in- 
tent to merge, the government would 
order the merger held up for 60 days 
for study. At the end of the 60 days, 
the federal men would announce their 
decision—yes or no. 

The proposed law would apply to 
all mergers involving combined as- 
sets of $2 million or more. 


The Hoover commission plan for 
bringing more efficiency into the 
federal government’s operations is 
approaching a showdown. Legislation 
(H.R. 8002) to write into law the 
commission’s program for such re- 
forms as modern accounting methods 
and elimination of waste soon will 
come to a final vote. 

Write your congressman and your 
senators to tell them how you feel 
about government efficiency. 
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Mary Brouwer Hickman 
(CONTINUED FROM PAGE 62) 


North Teutonia Avenue—all in Wis- 
consin. The stores are ideally situ- 
ated, attractive, accessible and carrv 
extensive lines of men’s and women’s 
shoes and slippers, as well as 
children’s and teen’s dress, casual, 
sport, dance and specialty shoes. 

Mary married Donald Hickman in 
1944 and he too takes an active part 
in the Brouwer organization. 

Mary Brouwer Hickman manages 
to do many things and she does them 
all whole-heartedly and well. She is 
vitally interested, not only in the shoe 
and research business, but in church, 
social, cultural and civic activities as 
well. She is a member of the Wiscon- 
sin Arthritis and Rheumatism Foun- 
dation’s State Board of Directors; a 
member of the Children’s Service of 
Wisconsin’s State Board of Direc- 
tors; a member of the Zonta Club, 
the famous Tuesday Club of Milwau- 
kee, and vice-president of the Down- 
town Association of Milwaukee. She 
lectures to children in schools around 
the State and to P. T. A. groups. 
Never too busy, she pays special 
attention to a thirteen-year old girl 
who suffers from polio and who is 
style concious about the shoes she 
wears with her braces. Mary ar- 
ranged for mismated shoes; put on 
matching straps and the girl was 
pleased. 

The latest project of Mary’s is a 
nurse’s shoe, called ‘“Hushed Step.” 
It is light weight, silent, cool and is 
made in two heel heights. Children’s 
shoes have been her special pet. Mary 
has been on the Children’s Shoe Style 
Committee of the National Shoe Re- 
tailers Association since it was 
formed and has served three terms as 
chairman. The committee meets in 
New York twice a year, with twelve 
manufacturers and twelve retailers, 
to study and project the style trends 
for the next season. Mary also travels 
to Canada twice a year to visit and 
work with the three manufacturers 
there who make shoes over the Re- 
search lasts. 

To sum it all up, Mary says: 
“When we are not known for ‘fitting’ 
shoes but only for style, I will no 
longer be needed here. The hardest 
thing is to get a good, pretty pattern 
that will fit feet correctly. I think 
we are getting prettier styles now. 
What makes a Research last? The 
bottom .. . where nobody looks.” 
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Gains Small for 
Producers in 1957 
(CONTINUED FROM PAGE 93) 


It appears obvious that in a gen- 
eral sense the industry in 1957 may 
have experienced a year of “profit- 
less prosperity.” While it estab- 
lished a new record high for shoe 
production, its leading producers 
showed a substantial drop both in 
pairage and dollar gains, as com- 
pared with the previous year. For 
example, the dollar sales gain of 
the Top Ten was two-thirds below 





the percentage of gain shown by 
this group in 1956. The pairage gain 
was also two-thirds below the in- 
crease shown by this group in 1956. 

Nevertheless, the Top Ten ac- 
counted for 57 per cent of the in- 
dustry’s total pairage increase. 

It is obvious that while there are 
shifts in “position ratings” among 
the leading 20 shoe manufacturing 
firms, as a group they continue to 
maintain their over-all share of the 
industry’s total production and dol- 
lar sales. 
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PROOF OF BPB LEADERSHIP 


REMEMBER ... what BPB does for others 
it can do for you. Take pride in using the best; 


a trial run would prove interesting. 


If you are manufacturing Vulcanized shoes 
you'll find our LPB is made specifically for 
your needs. Ask us about LPB, too. 
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Shoe Technology 
(CONTINUED FROM PAGE 87) 


Basic information about shoe styl- 
ing will play an important role in 
the series. How a shoe is styled— 
the adaptation to apparel fashion 
trends, the selection of colors, ma- 
terials, heel heights, etc. Special 
attention will be given to specific 
styling items in the shoe: piping 
and binding, cutouts, stripping, fit- 
tings, cuffs and collars, perforations, 
etc. 

And there will be two or three 
articles devoted to “corrective” and 
orthopedic footwear—to the involved 
shanks, lasts, arch lifts and pads, 
special heels and counters. Also, a 
discussion on the fitting and selling 
of this type of footwear in shoe 
stores. 

Each one of these feature articles 
will be prepared on the basis of ex- 
tensive research into the subjects. 
The leading authorities or sources 
relative to every topic are to be con- 
sulted, and the material will be up 
to the minute on all latest develop- 
ments. Thus, each topic will be 
thoroughly covered, will be complete 
and authentic in every detail. 


The Follow-Through 


There is a definite plan for this 
series—for the presentation of each 
article in the series. It’s this: 

A substantial portion of each ar- 
ticle will deal with what the product 
is, and how it serves or plays its 
role in the structure and function 
of the shoe. For example, did you 
ever hear a retail shoe salesman 
talk about a box toe in a shoe? Very 
likely not. Few retail salesmen have 
ever seen a box toe in the “raw”’— 
know what it’s made of or how it’s 
applied to the shoe. Yet that box toe 
is importantly involved in the style, 
fit, comfort and wear value of the 
shoe—all of these same factors being 
highly important to the store, the 
salesman and the customer. 

Now, one major shortcoming of 
most “educational” features deal- 
ing with shoe knowledge instruc- 
tion or training for the retail sales- 
man is that the effectiveness is 
only half achieved because of lack 
of follow-through. It isn’t enough 
to simply tell about the product 
and how it serves in the shoe. 

There must be the follow-through: 
How to merchandise the features 
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of that product to the customer. 
Now, suddenly, “shoe knowledge” 
is converted into a valuable end 
result. The shoe now takes on many 
additional “sell values.” It gives 
the salesman more to talk about 
and the customer more to appre- 
ciate. 

Take that box toe example again. 
A box toe is one of the many “hid- 
den” features and values in a shoe. 
Yet, because it’s not visible it’s 
usually not used as part of the 
salesman’s selling story. However, 
a poor quality box toe may “sink” 
or collapse after short wear. The 
result is a loss to the style and ap- 
pearance of the shoe, and an un- 
happy customer. Also, a “sunken” 
box toe results in foot discomfort, 
and is often the equivalent of a 
short-fitting shoe that can cause 
nail trouble or toe blisters. 

Thus the quality value of a good 
box toe can become something im- 
portant to talk about, as an added 
part of the selling story. This ap- 
plies to virtually everything that 
goes into a shoe. 

Hence, an important objective of 
each of the features in our pro- 
posed series of articles will be to 
show the salesman how to mer- 
chandise the inherent values in 
each of the shoe’s components—to 
show him how to apply his “shoe 
knowledge” to his selling. 


Who Sells Our Shoes? 


There are approximately 150,000 
persons who fit and sell shoes at 
retail for a living. This includes 
only those in the nation’s 24,000 
shoe stores, plus the department 
stores. It doesn’t include many ad- 
ditional thousands in other types 
of retail outlets selling shoes— 
personnel involved in selling other 
types of merchandise along with 
shoes. 

Now, the influence of these re- 
tail shoe salespeople is enormous. 
It is an influence on the consumer 
or public greater than all other 
sources combined (which includes 
the shoe manufacturer, the _ re- 
tailer, the designer, the suppliers, 
etc.). And the reason is obvious. 
The retail salesman is the only per- 
son who is in constant and direct 
contact with the consumer. In the 
eyes of the consumer he is coun- 
selor, styleman, fitter, foot health 
expert, shoe technician, plus sales- 











man. He is the most conclusive 
power in the sale of a pair of 
shoes. 

But we know that tens of thou- 
sands of these retail salespeople 
aren’t adequately trained, aren’t 
the shoe experts they’re presumed 
to be. In a national poll of shoe 
retailers, published in the RECORDER 
(Dec. 1, 1955), 93 per cent of the 
retailers “rated” their sales person- 
nel only between 50 and 75 per cent 
efficient in the fitting and selling of 
shoes. Some 42 per cent of the re- 
tailers rated that personnel 50 per 
cent or less efficient in fitting shoes. 
And 59 per cent of the retailers 
rated them 50 per cent or less effi- 
cient in selling shoes. We thus find 
that only about half of the 150,000 
retail shoe salespeople are doing 
better than a 50 per cent efficiency 
job in the fitting and selling of 
shoes. 

Here enters an amazing irony. 
Millions of dollars are spent by the 
shoe industry in the development of 
better products and methods to make 
shoes, in development of new mate- 
rials and styling. The shoe is nursed 
into finished form with ioving care 
and pride, a completed masterpiece 
of structure and design. 

And now, abruptly, its final fate 
is placed at the mercy of the retail 
shoe salesman. Many thousands of 
these salesmen do whole justice to 
this product through their sound 
knowledge of shoes and the require- 
ments of their fitting and selling. 

But then there are the many, 
many thousands of others who fall 
substantially short of the potentials 

.. and still others who largely fail. 

So comes a challenging question: 
Why does an industry devote so 
much to producing a fine product 
rich in potentials—only to permit 
these potentials to go unrealized be- 
cause of lack of training and know- 
how at the fitting stool, at the point- 
of-sale location where all shoes meet 
their final fate? 

How much of the shoe industry’s 
research and product development 
efforts is spilling over into waste, 
into unused potential? If these de- 
velopments do not effectively reach 
the consumer, then much of the in- 
dustry’s effort is lost. Hence it’s 
obvious that for the industry to get 
the mximum benefits out of its ef- 
forts is must do so primarily 
through that vital point-of-sale 
[TURN TO PAGE 114, PLEASE] 






Boot and Shoe Recorder 








Step Master Only Budget Priced Line In 
Santa Monica Juvenile Shop; Milton Gor- 
don Praises Turn-over and Fill-In Service 


Although shoes are secondary to juvenile clothing and occupy only 
a small corner of the store, Gordon’s Tot’s & Teen’s Shop, Santa 
Monica, Calif., does a shoe business that would bring envy to operators 
of many stores selling only juvenile shoes. 


The shop is on Ocean Park Blvd. across the street from the jr. high 
school and close to Douglas aircraft plant. 


For a few years after the store opened, only babies’ shoes were 
carried. The original line of another make still takes care of these sizes. 
Today, the only budget priced line carried in the store is Step Master 
above babies’ to size 4. 


Mrs. Milton Gordon, formerly children’s wear buyer in a large 
midwest dept. store, manages the clothing and toy departments. 
Mr. Gordon says, “Step Master are good fitters; children and their 
parents love them; they walk right out of the store and Step Masters 
fill-in service is so fast that I’ve never had a cut-price sale to move any 
dead stock. My turn-over is better than four times.” 


Gordon’s biggest selling Step Master numbers are 4891, 884, 2867, 
4834, 2834, 2420, 2403, 6403, 2855 and 4855. He has bought for the first 
time almost the complete line of Step Master Bonwelts and foresees even 
greater volume in this construction. 


MR. GORDON has a winning way with children as can be seen 
by this photo taken while he was fitting a pair of his new 
Step Master Bonwelts. 


IF YOU would like to know more about the 
way Step Master Shoes can help make your 
operation another success story, wire, write 
or phone for more information, or for your 


nearby Step Master representative to call 
on you without obligation. 


GREENUP 
February 15, 1958 


Since “referral” customers 
from one department to the 
other account for many extra 
sales, Mr. and Mrs. Gordon 
coordinate shoes and cloth- 
ing in colors, materials and 
details. 


ABOVE is the front of this 
attractive store. The left en- 
trance and window are for a 
men’s and boys’ store. Center 
windowis devoted tochildren's 
wear and the right window to 
children’s shoes. 


RIGHT is a close-up of the 
children’s shoe department 
which can be seen in the far 
corner of this over-all view of 
the store (below). The shoe 
stock is carried in a stockroom. 


INCORPORATED 


ILLINOTS 
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Shoe Technology 
(CONTINUED FROM PAGE 112) 


source, the retail shoe salesman. 


What We Can Do 


Unless “shoe knowledge” educa- 
tion results in a better job of fitting 
and selling shoes, it becomes so 
much waste motion. The plan of the 
RECORDER “Shoe Technology” series, 
therefore, is to help fill a big, age- 
old gap in shoe education: that is, 
to help the retail salesman use his 
acquired shoe knowledge in doing a 
more effective merchandising, sell- 
ing and public-service job. Never 
forget, the retail salesman is the 
only direct representative or con? 
tact with the consumer. The im- 
pression he leaves is the impression 
the consumer has of the industry, 
its products and its services. 


What Can It Do? 


What can such an educational pro- 
gram do for the industry—for each, 
the shoe manufacturer, the retailer, 
the salesman, the supplier, the con- 
sumer and public? 

First, it can help develop them 
into genuine experts, shoe techni- 
cians. We have long talked about 
retail shoe selling being a “profes- 
sion.” We have tried to inspire our 
salespeople with this idea. But it’s 
no doubt safe to say that the large 
majority of these salespeople have 
hardly accepted their occupational 
role as being a “professional” one 
in status. 

This hasn’t been their fault. You 
can’t inspire without something that 
motivates inspiration. If the job 
consists of picking a shoe out of 
stock, trying it on the customer’s 
foot, and waiting for the customer’s 
decision to buy or not to buy it— 
there’s little in such a procedure 
that can be inspirational to either 
the store or the customer. 

All selling begins with a knowl- 
edge of the product. And all selling 
reaches its natural and successful 
conclusion with a knowledge of how 
to use that information in persuad- 
ing the customer to buy—and to 
leave the customer feeling that he 
or she has gotten a good value in 
the purchase. 

Never forget this powerful line: 
Give the product a reason for being, 
and you give the customer a reason 
for buying. 
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Not many retail shoe salespeople 
—even among the experienced and 
dedicated ones—fully realize the 
abundance of selling information 
and romance contained in a pair of 
shoes. By instilling this informa- 
tion into the salespeople we at the 
same time stimulate interest in their 
jobs —in the dignity and profes- 
sional importance of their jobs. 
When you’ve done this you’ve licked 
one of the major complaints of re- 
tailers: sales persons’ lack of inter- 
est in their jobs. 

When you create a more shoe- 
informed salesman, and one with 
greater interest in the job, you have 
reduced costly turnover of personnel. 

A more informed shoe salesman 
achieves a better earnings or in- 
come level. The more he can sell, 
the more he’s worth to the store 
and for himself. The job now takes 
on added appeal or incentive for 
him. 

A more competent salesman re- 
duces the number of shoe returns 
resulting from ill-fittings or other 
causes. This results in more satis- 
fied customers, and an improved pub- 
lic attitude toward the shoe store 
and the shoe industry. 

But the opportunities go much 
further. Within the shoe industry 
is a swelling wave of interest in the 
need to shoe-educate the consumer. 
A share of this can be achieved 
through the expenditure of a great 
deal of money for publicity, public 
relations, advertising and _ other 
means of getting more of the “shoe 
story” across to the public. But a 
tremendous reservoir of influence— 
perhaps the most potent source of 
influence in the industry—is going 
untapped. 


One Billion People 


Consider this. Each year almost 
one billion people walk into the na- 
tion’s shoe stores. Here is their 
most intimate contact with the 
world of shoes. One billion people 
come face to face with 150,000 shoe 
salesmen. The impressions given off 
by these salesmen, and those re- 
ceived by the customers, are the 
ultimate impressions the American 
public has of shoes. 

And here lies the golden oppor- 
tunity. By conveying the salesman’s 
“shoe knowledge” to the consumer, 
the result is consumer education. 
Envision the effects of 150,000 shoe- 


informed salesmen telling the “shoeit will help sell a lot more shoes. 





story” to a billion customers a year. 
This could have a stupendous mass 
education impact upon the public. 

But let’s, for the moment, apply 
this just to the local level. A shoe- 
informed salesman helps create a 
shoe-informed customer. And a 
shoe-informed customer is_ the 
healthiest thing that can happen to 
a shoe business. For out of this 
comes a customer with far greater 
appreciation and understanding of 
the many inherent values in a pair 
of shoes. Also, when value is appre- 
ciated, price is put into its proper 
place. Price no longer dominates 
the customer’s approach to buying 
shoes. The shoe-informed customer 
now, perhaps for the first time, fully 
understands and appreciates the 
many wonderful features and ser- 
vices in a pair of shoes—and real- 
izes that much is being received for 
the price paid. 


Shoe-Informed 


A shoe-informed salesman who is 
equipped with the knowledge of 
what goes into a pair of shoes—and 
utilizing this knowledge to sell the 
shoes—is able to do a better extra- 
pairage sales job. And all the in- 
dustry’s efforts to raise per capita 
consumption of shoes actually boils 
down to doing an extra-pairage sell- 
ing job at the local level. 

In the final analysis, therefore, 
all shoe business resolves into a 
person-to-person business, a_ sales- 
man-customer’ relationship. How 
well the salesman sells is based upon 
what he knows, and how he is 
trained to use that shoe know-how 
to sell the shoes via a customer- 
education program. 

And this is the “heart” of the 
BooT AND SHOE RECORDER’s forth- 
coming series, “Shoe Technology— 
And How To Merchandise It.” We 
believe that each of the articles, and 
the series as a whole, if applied, 
will add greatly to the shoe sales- 
man’s arsenal. We believe it will 
help appreciably in lifting his job 
to genuine technical or professional 
status. We believe it can contribute 
substantially to increasing customer 
satisfaction, and in raising customer 
understanding of shoes and appre- 
ciation of shoe values. 

And most of all, we believe that 
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TRADE MARK 


¢ MACHINERY Rox 
¢ ADHESIVES | 
¢ SERVICE 

e SUPPLIES 


CEMENT SHOES FOR MEN 


These brand names represent some of the many successful men’s shoe manu- 
facturers* who are looking to Compo for equipment, cements and the know-how 
so valuable when starting this important new process in their factories. 


*Trade names shown are a partial listing. 


COMPO SHOE MACHINERY CORPORATION 


125 ROBERTS ROAD @ WALTHAM, MASSACHUSETTS 





| a 


| 


i —_—«, 


FORECAST: 


WARM 
RECEPTION 
HIGH 
SALES 

FOR 


BASS 


WOMEN’S 


WEEJUNS* 


WITH A 
NEW, 
TAPERED 
TOE! 


The ever-popular classic pre- 

ferred for its true moccasin 

construction quality 

leathers . . . lasting comfort 
now available on the 

slender new LIDO LAST for 

strong Spring and Summer 

promotions for year 

"round sales. 

Nationally Advertised In 

Glamour 

Mademoiselle 

The New Yorker 


*T.M. Reg. 


BASO 


Originators of Weejuns* 


G. H. BASS & CO., Dept. BS-2, Wilton, Maine « 614 Marbridge Bidg.,N.Y.C.1,N.Y. 





Editorial Outlook 


[CONTINUED FROM PAGE 17] 


The successful launching of the Explorer satellite gave 
an immediate lift to morale, which should stimulate busi- 
ness activity. Early Easter, logically, will boost February 
sales above last year’s figure, and if the momentum con- 
tinues through March, the consumer’s buying mood and 
appetite may prove stronger than retailing’s ability to 
satisfy it. It is to be hoped that the lowered state of in- 
ventories will not materially affect the important pre- 
Easter selling period. 


Manufacturing and Markets 


[CONTINUED FROM PAGE 105] 


were up 25 per cent over a year ago. This was true; 
however, he had moved into a new factory in 1957 and 
had greatly expanded production. At that time he had 
stated that he confidently expected a 50 per cent increase 
by the first of 1958. Viewed from that direction he was 
today considerably off his 1957 pace. 

Analysis of other optimistic views reveals much the 
same thing; business is actually considerably below what 
it should be. There is certainly strong consumer resistance. 
There is no evidence of downgrading; the habitual pur- 
chaser in the $19.95 bracket still buys there, but now she 
gets one pair of black patent pumps and walks out. 
Perhaps this recession may account for the fact that this 
material is now enjoying the biggest season on record. 
In turn, retailers realize this is a strong market for basics 
and are re-ordering only basics in depth; letting novelties 


go. 


New York State 


SHOE manufacturers in New York City are busy. Their 
production, for the most part, is close to capacity. How- 
ever, the picture in upstate New York is different. Re- 
ports indicate that many of the plants are running mod- 
erately below normal as manufacturers try to adjust to 
the changing economic outlook. Some plants average only 
four days’ production a week. 

In the Binghamton area, the State Labor Department 
reported shoe factories added 200 employees before mid- 
December, but few upstate plants were hiring in January. 
Both manufacturing and retailing showed declines in 
Buffalo, Rochester and Syracuse in recent months. 

Head of one of the largest manufacturing concerns in 
New York State predicted that sales of popular price 
footwear this year will compare favorably with 1957 but 
that the industry as a whole may suffer a decline in vol- 
ume. He noted that shoe consumption was fairly steady 
during past boom periods, therefore can be expected to 
resist a recession as well. 

Shoe retailers continue to buy carefully and appear to 
be in no hurry to complete their orders. Promotions 
promise to be more important than in past years as stores 
try to encourage reluctant shoppers. Mid-January snow 
storms helped sales of rubber, nylon and plastic boots 
and overshoes. 

Most concerned about the business slump are downtown 
stores. Customers still tend to gravitate to shopping cen- 
ters and other suburban outlets; however, recently there 
have been relatively few new shopping centers opened. 

Shoe manufacturers are currently looking more to cost 
reductions in their own operations than to expanding sales 
for increased profit margins. But the search for new 
retail outlets and bigger sales to old accounts continues. 
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Work Shoes Are a Must 
in a Family Shoe Store 


Work shoes are necessary for any family store wishing 
to offer a complete shoe service, according to Frank Calu- 
ori, owner of Caluori’s, 37 Main Street, East Greenwich, 
R. I. He looks upon this type of merchandise as necessary 
to give every member of the family a one-stop shoe service 
and to maintain customer loyalty. 

However, he has some definite ideas as to the type of 
work shoes, the method of promotion, and the technique of 
selling. 

“The most important factor,” says Mr. Caluori, “is to 
select work shoes to fit the rest of the store. If you sell 
less expensive dress shoes, then the work shoes should be 
selected in keeping with that price level. If you concen- 
trate on medium to better dress shoes, then the work shoes 
should be selected to maintain that reputation. 

“In my store I emphasize the better priced dress and 
everyday footwear. Therefore I have selected work shoes 
in the price range between $10.95 and $15. 

“Now I could go out and buy work shoes to sell at 
lower prices but it would be taking my entire stere out 
of its established character. I believe I have established 
a following who want better grade footwear; I believe the 
men who come here for work shoes want, and are en- 
titled to find, work shoes of a better grade. 

“T also think it is very important to have a variety of 
branded lines and a stock of sizes and widths to fit most 
requirements. | stock three main lines and I maintain a 
stock that permits me to fit very close to 100 per cent of 
all work shoe customers.” 

This operator finds work shoes are year-round sellers, 
with a small peak in the fall and another in the spring. 
However there are no major peaks and no major depres- 
sions; it is a steady business that is handled smoothly from 
both the selling-fitting and the purchasing angles. 

There are no price promotions on work shoes. When 
Mr. Caluori started this store five years ago, he used some 
newspaper advertising to build up the work shoe business. 

Work shoes now are promoted year round by showing 
at least half a dozen pairs in one of the front window 
displays. 

Mr. Caluori has some definite ideas on work shoe de- 
signing which he wishes manufacturers would adopt. The 
most important factor is good styling. 

“It may seem strange to talk about good styling in work 
shoes.” says Mr. Caluori, “but actually it is very important. 
Men who wear work shoes want the qualities of styling 
and attractiveness. Just because they are wearing these 
shoes at work does not mean that styling can be neglected 
or ignored. 

“I have in mind a good instance which proves that men 
really want better styling and more attractive appearance 
in their work shoes. In my window right now I have a 
casual shoe for men; it was intended for walking, fishing, 
hunting, or other outdoor activities. It has a Neoprene 
sole, is light weight, and is attractively styled. 

“Because the leather is soft, the shoe attractive and 
comfortable, I find that many men buy this number to 
wear as a work shoe. 

“To me this indicates a good market for work shoes 
having good styling, softer leather, Neoprene soles, yet 
having good strong construction to give good wearing 
service. 

“I am inclined to believe that better styled and more 
comfortable work shoes would induce many men to buy 
and wear them. As it is now, there are many men who 
wear their older dressy shoes for work; many of these 
men are employed in occupations which actually require 
work shoes.” 
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THE 
NAME 
THEY 
Motel .¢ 
FOR... 


Vul-Cork 











THE FAMOUS ORIGINAL CORK SOLE 





@ unbelievably lightweight! @ resilient . . . so soft that it 
gives comfort underfoot 


@ flexible — for real walking and yet is long-wearing. 


comfort and _ effortiess 


| 

: @ insulation that's waterproof 
| crouching and stooping. be 
| 


and weatherproof. . 

i ‘ keep you cool in summer 

@ slip resistant — with mil- and warm in the winter. 
lions of air cell suction cups 

| that work for your safety for @ cannot mark or mar any 

the life of the sole. floor surface. 


| for all-day comfort you can’t beat Vul-Cork soles. Their 
lightweight flexibility combined with their insulating 
qualities give your customers real day-long foot com- 
fort plus long wearing qualities for extra mileage. Vul- 
Cork is the ideal sole for any job where there is a 
danger of slipping and falling such as farming, con- 
struction work, and in the industrial field. 

When your customers see the Vul-Cork Label on your 
workshoes, half your selling job is done. 


Vul-Cork Sole Division, Cambridge Rubber Company, Taneytown, Maryland. Makers of Vul-Cork 


VUL- CORK & 
VULCORK NEOPR 


«+ $0 flexible, so resilient... you can roll them up right in the palm of your hand. 



















HE limelight is an old story to 
Beth 
success has not spoiled them. 
Winners in 1954 of the much-coveted 
Dis- 


tinguished Service in the Field of 


and Herbert Levine but 


“Neiman-Marcus Award for 


Fashion,” have continued to 
make shoe fashion history, watched 


with keen interest by other leaders in 


they 


the women’s style shoe field. 

With Beth, it all started some years 
before the last World War when she 
model with Palter 
several years’ ex- 


took a job as shoe 
DeLiso. 


perience there, she 


Following 
went to the sales 
and style department of I. Miller. 
Then followed a job with Pincus & 
Tobias. She was holding the position 
of head stylist at Carlisle when World 
War II broke out. 

That was enough to take Beth Katz, 
as she was then, out of the shoe indus- 
try for the duration. Joining the Red 
Cross as recreational worker, she was 
sent to Halloran Hospital on Staten 
Island. Her work was in the plastic 
ward where she helped with crafts 
and did all she could to get the patients 
the things they wanted. She also “put 
together a couple of shows.” She liked 
the work so much, she says, that she 
wished that she had been trained for 
social work. 

Next step for her was her marriage 
to Herbert Levine, then sales and ad- 
vertising manager at Andrew Geller. 
When the Geller firm found itself 
without a stylist, she took the job. 
Already the Levines were on the way 








Personalities... 


by ELEANOR M. RUTTY 


to becoming a husband and wife team 
and, not so long after, they left 
Andrew Geller to form the new firm of 
Herbert Levine, Inc. 

A graduate of Dartmouth, Herbeit 
Levine, unlike his wife, did not im- 
mediately enter the shoe business. In- 
stead, he went into newspaper work. 
a natural choice for a young man with 
an alert mind and _ wide _ interest. 
Among these should be mentioned a 
keen interest in the theater which 
Beth shares. 

Today their greatest interest and 


joy is their four-year-old daughter 
Anna Sam. That is her real name but 
she finds a new name for herself every 
day, according to her mother. Now a 
pupil at the Little Red School House 
in Greenwich Village—where she lives 
work that 
feeling for 


—she brings home art 
“shows a_ tremendous 
color,” again to quote her mother. 
Beth herself has an unusual color 
sense, as strikingly evidenced in her 
shoes. Pointing out the need of hav- 
ing a wide range of colors in thei: 
the 
their high style, highly promotion- 


collections to meet demands of 
minded market, she says “we can’t 
pick just a few new colors and a few 
Each of their customers 


for 


exclusive prints so the Levine factory 


new prints.” 


is looking exclusive colors and 
must offer many new promotion colors 
and 10 or 12 prints for the coming 
spring and summer. Certain bright 
colors are expected to be very good. 

One of the charming ideas in these 
collections is satin beautifully em- 
broidered in flowers, the work done in 
Japan on the material outlined and 
sent over by the Levines. Very new 
are the extremely open suit shoes in- 
troduced for the coming spring and 


> according 


“accepted without a battle,’ 
to Beth Levine. Questioned as to the 
life expectancy of tapered toes, she 
considers that they will go on for 
some time longer. Their Cyrano last 
continues to sell well, she says. Back 
trimmings of all kinds should be very 
good. “We must find a new place to 
put diamonds,” she commented. 
“They've been on the heel and the 





sole and now here else?” In the high 
grade, high fashion business you must 
keep ahead of the game by keeping in 
step with the times, is Beth Levine's 
summary of her business philosophy. 
“And sometimes you have to hang on 
to something you believe in and not 
be too easily swayed,” she adds. 
Capsuling his business philosophy, 
Herbert Levine says—with a certain 
seriousness as well as humor, both 
typical of the man: “Win the first race 
and play on their money.” And “al- 
ways be in position for the next shot.” 
The secret of the success of this hus- 
band and manufacturer and 
designer —team? Looking at their 
shoes and talking to Beth and Herbert 
Levine, we wonder if it doesn’t lie in 





wife 


their quick recognition of the fresh 
and distinctive. 


Review of the 


Retail Trade 
[CONTINUED FROM PAGE 102] 

Many dealers claim that they had 
a month’s volume wrapped up by 
the 15th of January. But the situa- 
tion reversed when heavy snow 
storms hit near the end of the 
month forcing store traffic to slither 
to a halt. Volume tallies still inched 
several points over those of last 
January, with clearances account- 
ing for the bulk of the business. 

Style was relatively unimportant 
in the early January sales since un- 
loading of overstocks dominated 
the scene. For February, however, 
red numbers are being given the 
advertising and display spotlight. 
Several potent red shoe promotions 
are being tied in quite effectively 
with VOGUE’s February 15 issue. 

Adoption of the chemise look as 
a distinguishing feature of the 
feminine wardrobe is having no- 
ticeable effects. It is leading to a 
gradual de-emphasis of bows. Sales 
of lighter shoes without bows and 
less prominent bows are increasing. 
Black patent and navy calf is also 
picking up, with stores promoting 
them as “season-changers.” Pointed 
toes and narrow heels are continu- 
ing to gain acceptance all over 
town. 

Men’s clearances were classified 
as “quite satisfactory.” Buyers 
state that light inventories kept 
their stocks at a healthy level. Re- 
sult is that price drops during Jan- 






Boot and Shoe Recorder 








uary sales were orderly and mod- 
erate. 

Summing up a generally sound 
January dealers indicated that the 
soft spot in the retail picture was 
the dropoff in rubber boots and 
galoshes. End of the month snow 
storms may have succeeded in re- 
trieving some of the lost volume. 


Industry Opportunity 
(CONTINUED FROM PAGE 83) 


of the tanning industry. In seeking 
the greater share of consumer ex- 
penditure for which shoes must 
aim, the value, style and quality ap- 
peals of leather are profoundly im- 
portant. The rise in living stand- 
ards in the postwar era will not be 
reversed. Millions upon millions of 
consumers have raised their sights 
in satisfying wants and needs. It 
would be a tragic mistake to for- 
feit the opportunity presented for 
greater dollar volume in footwear 
by misreading history. This is a 
decade which will go down as a pe- 
riod of trading up and the shoe in- 
dustry can and must identify its 
product with that fundamental 
trend. 

Shoe production and consumption 
in 1957 set new records. There is 
no fundamental obstacle to holding 
and expanding volume in 1958. 


Color: Stimulant 
to Hosiery Sales 
(CONTINUED FROM PAGE 84) 


around the suntan look of the bene- 
dictine and nut brown tones.” 6. Gray 
to Black “This group continues its 
fashion importance, therefore should 
be considered as a volume sales color 
family and a definite part of basic 
stock.” 

These notes do not mention shoes 
but the color families and analyses 
give colors important in shoes as well 
as in apparel. They are worth study- 
ing, worth showing to your hosiery 
buyer. 

More important than any number 
of words, however, will be for you 
and her to see and test some of the 
new hosiery shades. Go to your usual 
hosiery resources, see what they have 
introduced in colors for spring. Sam- 
ple a few colors. Buy sizes that can be 
worn by your store personnel. Con- 
sult them first as to the color, or 

[TURN TO PAGE 124, PLEASE} 
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BLACK PATENT 
WITH SWIVEL STRAP 


STOCK NO. 1.28.5 


5%-8 BCD $3.55 
82-12 ABCD 3.90 
12%-3 ABCD 


Bigger than 
you think! 





SHU-LOK— 

BLACK KORDO 

(Now available in Childs’) 

STOCK NO. 5031 

82-12 BCDE $4.70 
12%-3 BCDE 5.40 
3%-6 BCDE 5.90 


$0-LO—BROWN 
SMOOTH 
(With genuine HACK RIPPLE Sole) 
STOCK NO. 5121 
10-12 BCDE $4.70 
| 12%-3 BCDE 5.40 
} 3%-6 BCDE 5.90 


VIRGINIA SHOE COMPANY, INC., FREDERICKSBURG, VIRGINIA 
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bow ISMEN 


IN YOUR STORE? 


heres what one extra 


ShoeKeeper sale per day 
per person means to you! 









PER YEAR 


$ 600. 

900. 
1200. 
1500. 
1800. 
2100. 
2400. 
2700. 
3000. 


SALESMEN AVERAGE PROFIT PER SALE 


2 |}%100x 2= $2.00 
100x 3= 3.00 
100x 4= 4.00 
100 x 5.00 
100 x 6.00 
100 x 7.00 
100x 8= 8.00 
~00x 9= 9.00 
100 x10= 10.00 
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ROCHESTER SHOE TREE CO., INC. 
P.O. BOX 36, BEECHWOOD STATION, ROCHESTER 9, N.Y. 
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Building Better Sock Sales 


by RICHARD KNOWLES 
Walk Over Shoe Store 
Denver, Colorado 


THE most effective means of increasing the sale of socks 
along with shoes and thus developing a healthier unit sale 
lies in “dramatizing” the sock presentation in such a way, 
that prospect interest is immediately developed. We have 
been experimenting with various methods of sock display 
and presentation to the point that we have done away with 
some of the methods which were more or less traditional 
in the past. What we sought was some means of setting 
out the sock choice “with a flourish” which would stimu- 
late buy-appeal and to some extent psychologically obligate 
the prospect to the point that he would always buy at 
least one pair. 













Mr. Knowles dealing out socks in front of his wall case. 


The system which we have developed hinges on a wall 
case at the left front of the store, which contains 40 levels 
of open, dark hardwood shelving, divided by stainless steel] 
rods spaced vertically through the shelving. In each of the 
ccmpartments, which are 10 inches wide, 12 inches high, 
and 8 inches deep, we can show up to three dozen pairs of 
smart, attractive socks, directly behind the counter where 
they can be quickly picked up and transferred to the 
counter top. 

For brighter color contrast with the dark background, 
we have found that doubling each pair of socks over and 
building them up in loose, even stacks, has been a tre- 
mendous benefit. If socks are simply laid flat, without 
folding, the shoe customer, of course, sees only the toes 
or heels and isn’t likely to appreciate the color or trim 
involved. On the other hand, folded neatly heel to top, 
the socks show such features as ribs, bright stripes, and 
colors more effectively. Next, we “dramatize” the presen- 
tation through a simple step. When the customer steps to 
the cash register to pay for his shoe purchase, we imme- 
diately suggest socks, ask the customer for his size, and 
then lift out an entire stack at a time. These are imme- 
diately dealt out onto the counter top exactly like dealing 
a deck of cards, one sock after another, until a full stack 
has been spread out. Then we repeat the process with an- 
other stack until the top of the case is covered. It takes 
only a few seconds to go through this operation and with 
the socks laid out in neat rows, overlapped slightly as 
they are placed on the counter top, the customer is liter- 
ally overwhelmed with color and styles. With as many as 
36 colors thus “dealt” out in a few seconds time, it is a 
rare customer, indeed, who does not buy one or two pairs 
which appeal to him and which harmonize well with the 
shoes he has just purchased. Moreover, as we have found. 
the amount of effort involved definitely makes the customer 
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feel obligated to buy. even though a sock purchase was the 
farthest thing from his mind when he entered the store. 

Because of the spaciousness of the cabinet and the 
double-fold method of showing them, we can easily show 
hundreds of designs and colers, all within arms reach. 
And because it is obvious to the customer that we are 
going to great pains to sell him a pair of socks, we have 
developed an amazingly high ratio of sock sales per shoe 
sale. 


Lion Sandals’ Storage 
Area 9,000 Square Feet 


A TOTAL of 9,000 square feet of storage space is pro- 
vided in the new Lion Sandals’ plant at 400 East 111th 
Street, New York City, rather than a thousand square feet, 
as reported by Boot aANp SHOE RECORDER. 

Charles Zohlman, co-owner, stated, “In designing our 
new plant we were guided by the fact that Lion produces 
merchandise which carries a popular price ticket, and by 
the variety of styles in our line. In order to stay in this 
popular price bracket we built a plant of maximum pro- 
duction efficiency and adequate space to store large in- 
ventories of material, and most important, to permit sufhi- 
cient room to maintain our large and growing in-stock 
department.” 


This Is David's 

PHOENIX, ARIZ.—An unusual employment of signs 
is helping David’s, complete family shoe store here. 

Located in an area with many shoe stores and small 
retail stores, some of them looking confusingly alike, 
David's often found customers “getting lost” and entering 
the wrong store in response to newspaper advertising. Con- 
sequently, David’s invested in a series of small white plas- 
tic signs, lettered in black, which read simply: “This Is 
David’s.” Displayed in all sales windows, the signs nat- 
urally attract attention when a passerby looks in the 
window and have many times proven their worth in direct- 
ing a customer into the proper store. 


New Evans Kid 


A new black kid leather, Glacé Ruby Kid, has been 
developed by John R. Evans & Company. It is appropriate 
for both men's shoes and women's high styles. 

The slim, plain toe style shown here, by Stetson Shoe 
Company, illustrates the adaptability of Glacé Ruby to 
current styles for men. At first glance this looks like a 
patent leather shoe but on the foot it has the softness, 
lightness, air conditioned comfort and clinging fit possible 
only with kid leather. Glacé Ruby is suitable for casuals, 
formals, and many other styles in between these two. It 
is now being sampled by several manufacturers. 
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7 4 ® Seating for 


Virtually Indestructible Performance 


Royal shoe store furniture is rugged... takes day-in, day- 
out, year-round abuse ... yet retains its comfort and eye- 
appeal. Easily maintained, too! For long-life economy, 
choose Royal seating in square-tube Satin-Chrome or 
round-tube Bright Chrome ... available in a wide variety 
of tough, wipe-clean upholstery materials. 
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ROYAL METAL MANUFACTURING COMPANY 
1 Park Avenue, New York 16, New York, Dept. 6-B 


Please send me free folders on Roya/ Metal Furniture and complete 
information on Roya/ Decorator and Design Planning Service 


Individual 
Company 
Street. 
City & State 
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DRE | | shoes give you sales features 


that INSURE your PROFITS 


DREW shoes simply out-perform 


others with — 


@ Fresh, imaginative styling 


@ Superior fit and steady repeat business 
— not subject to chain store competition 


@ Always IN-STOCK for greater turnover 


@ Extra sales and profits at $15.95 to $17.95 ) 
retail—the volume price in the quality field 


@ Special financial assistance to 
stores and qualified persons 
starting in this field 


THE SUSIE—No. 13425, black patent 
and rich mesh, $9.50. Dressy fancy 
mesh and patent with extra eyelet 
and flexible platform. On our No. 44 
last, 14/8 Cuban heel, IN-STOCK. 
Sized AAAA, 7% to 10; AAA, 7 to 
11; AA, A, 6% to 11; B, 5% to 
11;C, 5% to 10;D,E, 5% to9; 
EE, 5% to 82. Also in white 

as No. 28425; similar shoe 

in blue as No. 48763. 


Our dealers are making greater 
profits with higher maintained 
mark-ups on DREW SHOES. 


Many doctors recommend our basic shoes 
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What You Should 


Know About Tanning 
(CONTINUED FROM PAGE 91) 


discussed, are steerhides, side leather. 
kip, calfskin and splits. The follow- 
ing are also very important and should 
be thoroughly familiar to every shoe 
salesman: 

1. ELK is from the bovine (cattle) 


sroup. Strangely, as in many other 
=] D5 d d 


cases with leather, it does not come 
from the elk. Genuine elk is called 
BUCKSKIN. Eijk derives its name 
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from its tannage and finishing proc- 
ess rather than from its source. Elk 
as generally used, is actually side 
leather and is used in inexpensive 
shoes. When used in better children’s 
shoes it is made from a smaller skin, 
such as calf or kip. The smaller skins 
are much finer, softer and more ex- 
pensive than large side leather. Elk 
is more scuff-resistant and tougher- 
wearing than regular tanned cattle 
hides and skins. The special elk tan- 
nage requires different pastes and 
polishes for its care than are used for 










regular calf or kip tanned leather. 

2. Sheep and lambskins are used 
for slippers only because the leather 
is not durable. The fibers making up 
the leather are very loosely woven 
together and contain a great number 
of fat globules that do not make for 
strong leather. Cabretta is an ex- 
ample of this leather. 

3. Kidskins are really fully grown 
goats. The larger the numerous 
pores on the top grain, the larger or 
older the skin. In spite of the fact 
that this leather is soft, thin and 
flexible, it has a very high tensile 
strength and wears very well. 

4. Antelope is very soft and fine 
and when sueded on the flesh side is 
very luxurious. However, this is a 
very rare animal and its skin is 
practically non-existent in the shoe 
market. It is not wise to misrepresent 
kid suede as antelope. If the kid 
suede is very soft and luxurious it 
may be said to be “antelope finished.” 

5. Genuine buckskin is made from 
elk or deerskin. It is very fine and 
soft, having a sueded finish on the 
grain side of the skin because the 
smooth top grain has been removed. 
If the leather is finished from the 
split or undercut, it must be de- 
scribed as a “split buckskin.” 

6. Buck sides are cattle side leath- 
ers with the grain surface buffed to 
look like genuine buckskin. The tex- 
ture is not as soft or fine. 

7. Buffalo leather originates from 
domesticated buffalo of the Far East. 

8. Cordovan leather is made from 
the butts of horses. It wears very 
well but is not as porous as other 
leathers. 

9. Doeskin—Real doeskin is very 
rare. As generally designated it re- 
fers to lambskin and sheepskin. 

10. Gunmetal is a dull finish in the 
color of gunmetal. 

11. Kangaroo is usually chrome 
tanned and glazed. Its grain is much 
finer than most glazed kidskin. It is 
stronger, weight for weight, than 
any other leather. 

12. Matte finish is a smooth dull 
finish. 

13. Sharkskin is the top grain of 
a certain species of shark. 

14. Reptile leathers may be divided 
into three entirely different groups. 
Care must be taken to identify them 
properly when necessary. The groups 
are: A. Alligators; B. Snakeskins; 
C. Lizard skins. 

There are many species in each 
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group whose value in dollars and 
cents is determined by the supply of 
the skin on the market as well as the 
quality of each skin. They are ob- 
tained from all over the world, es- 
pecially in very warm climates. Their 
identification should therefore be 
exact when described so that their 
values can be properly appreciated. 


Trade Trends 


(CONTINUED FROM PAGE 94) 


been a make-up proposition, and 
one of growing proportions. Today 
the trend’s pace is stepping up very 
fast as the huge stores and chains 
become more a part of our economy 

. . the supermarkets, huge “drug 
store” chains, food chains, discount 
houses, department store chains, etc. 


Large store has strength of size, 
name and backing to introduce and 
promote own brands replacing na- 
tional brands. Thus far this has 
taken place more prominently in 
other types of products rather than 
shoes. But some of it is happening 
in shoes, too . .. with more of it 
expected on the way as part of the 
over-all trend. For example, huge 
volume buyer with own big store 
can often buy make-up shoes (iden- 
tical in every way with branded 
product, except for replacement of 
brand with store name) for from 
15-25 per cent below cost of branded 
product. This permits lower pricing 
of same quality shoe. It can be done, 
however, only when store name is 
big enough to carry it. 


Private label versus national brand 
may develop into very serious situa- 
tion as time passes. If manufac- 
turer’s biggest accounts gradually 
move into private labels, switch may 
also be made to new resources. So 
manufacturer finds self left only 
with smaller stores where weight 
of national brand is real asset. But 
sales coverage and servicing of 
smaller stores raises costs—and 
prices—for both retailer and manu- 
facturer. And this makes for 
tougher competition with private 
labels backed by big-store reputa- 
tion. This is something for all shoe- 
men to watch over the next couple 
of years. 
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THE KEY TO FOOT-BALANCE 


IN STOCK 


No. 64 Brown Alpine 
No. 645 Black Alpine 


a trained foot-fitting specialist 


to build a steady repeat business with Alden- 


Pedic shoes. Many family shoe stores successfully 


use Alden-Pedic shoes to satisfy “hard-to-fit” cus- 


tomers. Learn how our exclusive Foot-Balance’ 


program lets you do the same. 








Trimfit Hosiery Issues 
Spring 1958 Catalogue 


NEW STYLE ideas in socks for 
every member of the family are 
presented in the new Spring, 1958 
Catalogue of Trimfit Hosiery, now 
being distributed to the trade. 

The continued popularity of Or- 
lon is clearly evident in the new 
Trimfit collection, with both staple 
and high-fashion numbers repre- 
sented in a wide array of colors. 
Ban-Lon yarns come in for exten- 
sive treatment, with special insert 


Cc. H. ALDEN SHOE COMPANY 
Guslom Beolmakers we 1884 
BROCKTON, MASSACHUSETTS 


in the catalogue devoted to new 
styles in this wanted fiber. 

Strong emphasis is also given to 
Trimlon, a stretch sock lined with 
cotton for added comfort. A full- 
color, full-page advertisement on 
this group, which will appear in the 
March issue of “Seventeen” maga- 
zine, has been included in the cata- 
logue. 

All lengths of socks are shown in 
styles for sport and dress wear. 

A special section of the catalogue 
illustrates a variety of promotion 
material available to retailers. 








Style Themes Stressed 
at Allied Products Show 


[CONTINUED FROM PAGE 97] Shoe Factory Supply ited 
Silver Fabrics Corp. 
Murray Simon Associates, 


302-304- 306- 304A-306A 
pe 528 


Ouimet Stay & Leather Co. 


East Room Mezz. 


Parva Buckle Company 415 Sinco Novelties Corp. ... 

Pellon Corp. ; 466-466A Harry R. Snyder Shoe Styles 

Pero & Daniels, Inc. 538-540 Spano Shoe Products, Inc. 
Phillips-Premier Corp. East Room Mezz. Stedfast Rubber Co., 

Philmar Fabrics 450 Sterling Button Co., ape 
Plever Backing Corp. 331-333 Sterling Last Corp. ........... 
Ply-Lar Corp. 339 Stocko Metal Products 

Precision Buckles, Inc. 338-340 Strauss Import Corp. 


Princeton Knitting Mills, Inc... Foyer Colonial Superior Rubber Co., Inc 

Respro Division—The General Tire & 
Rubber Co. 465-465A-465B  Textileather Division—The General Tire & 

The Rockmore Co., Inc. 402-404 Rubber Co. 

F. Ronci Co., Inc. 554 Thermo-Plastic Products, Inc. 


Put Yourself 


In the 
CUSTOMER’S Shoes 


He wants to SPEND BETTER 

. he’s willing to pay more for 
better quality because he wants 
his shoes to look better and last 
longer. 


If you were in his shoes, you’d 
want Farberized Insoles and Welt- 
ings . . . they resist shrinking, 
cracking and curling because 
Farberizing replaces water soluble 
tannins with stable fats and oils 
and seals each fibre against 
moisture, 


Farberized Insoles and Weltings 


make any shoe a better buy. 
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Rosemont Silk Co., 
Rubin Trimming Works, Inc. 
Schiff Jewelry Mfg. Co., 
Lawrence Schiff Silk Mills . . 


Thomas Taylor & Sons 
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Top Style Novelty Co. ............... 516 
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United Shoe Ornament Co. ........... 454 
Universal Creations, Inc. .......... 502-504 
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Wellington Sears Co., ‘Inc.—Lantuck 
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Williamsburg Stay Co., MERE TOS. 
Wilner Wood Products Co. Foyer Colonial 
Windram Manufacturing Company .... 548 





Color: Stimulant 


to Hosiery Sales 
[CONTINUED FROM PAGE 119] 


colors, that they will be wearing this 
spring and order their hosiery after 
consultation with them and with the 
style experts of the hosiery mills. 

Remember that the only way that 
any radical change in style ever be- 
comes accepted in volume figures is 
by people’s seeing the new style often 
enough, actually worn by people. The 
eye has to become used to the new 
style, whatever it may be. You are 
all good enough merchants to know 
that you yourself have to be con- 
vinced first and then you have to sell 
a few style-minded women to buy. 
From then on the idea begins to 
circulate and then to catch on. 

Your job is not ended, however. 
Promotion must be kept up—in ad- 
vertisements, in interior displays 
and, of course, in windows. If you 
have a shoe department in a depart- 
ment or specialty store, get the dress 
department, the coat and suit depart- 
ments, maybe the millinery depart- 
ment, to show hosiery in colors 
related to the merchandise that they 
have on display. See if you can get 
the hosiery department to help you in 
your shoe displays and see if you can 
get their sales personnel to wear 
coordinated stockings. 

In other words, SHOW, SHOW 
AND SHOW. PROMOTE, PRO- 
MOTE AND PROMOTE! 





Haber-Klein in New Location 


NEW YORK—Haber-Klein, Inc., 
a retail operation specializing in 
dressy shoes, casuals and slippers 
for the “large” woman, has moved 
from its old address at 23 West 38th 
Street to a new office at 443 Fourth 
Avenue, here. The firm operates 
leased departments in five Roaman’s 
stores—in New York City, Brook- 
lyn, Jamaica, White Plains and 
Boston. 
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A Rebirth of Fashion 


(CONTINUED FROM PAGE 107) 


We are faced with the fact that 
black is the most wanted color for 
spring and summer. The problem, 
therefore, seems to be one of being 
forced to sell a customer a black con- 
ventional shoe at the beginning of the 
spring and summer season, and the 
real problem comes to get him to dis- 
card that shoe and buy a similar one 
in October or November. 

This challenge is being met in many 
ways. 

Cement construction seems to be the 
ideal answer in several ways in that 
it creates lightness and airyness in 
appearance. It is extremely flexible 
and comfortable, yet fragile in ap- 
pearance, creating a desire for a 
stormy weather shoe or a brogue-type 
in the fall and winter. Another meth- 
od of creating seasonality, when you 
are working with monotone leathers. 
is the creation of ventilation so small 
that it is not noticeable to the eye— 
yet is functional in keeping the foot 
cooler and, what is more important 
demand replacement in the fall season. 

There is an entirely new style con- 
cept that is coming into being that 
I like to call “Dress Casuals.” These 
shoes have a casual appearance and 
yet are completely correct for office 
or general business wear and have the 
additional asset of giving the con- 
sumer something new to buy that is 
authentic in design, yet something 
that by its very nature will demand 
that the wardrobe be supplemented 
with dressier types of shoes that give 
a change of pace to the male shoe 
wardrobe. The repre- 
sents an additional shoe in the ward- 
robe of the male consumer. 


dress casual 
It is an 
extra shoe that is extremely comfort- 
and desirable, but demands 
change by its very unconventionality. 

These ideas fit into the fashion 
trend because they are almost entirely 
They follow 
the formula of close edges, lightly 
detailed, and yet have a strong appeal 
as an extra pair of shoes for men of 
most any age. Fortunately the styling 
in the dress casual field originated in 
Italy and then was imported into this 


able 


Continental in origin. 
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country from the top down, meaning 
that most of these styles were authen- 
ticated in higher priced shoes. 

I would strongly recommend that 
you give a good, hard look at dress 
casual shoes of this type because they 
are going to do a great deal to replace 
that 
will not be as much in demand this 


the conventional summer shoe 
season and often is as an extra sale. 

I have already put myself out on a 
limb by telling you the present trend 
the 
cement 


is here for a long stay. From 


standpoint of construction, 


process shoes with the light detailing, 
will be strong for summer. They will 
not require sales in normal sale peri- 
ods, but will continue well in to the 
fall season. In the dress casual family, 
the hand stitching effects are very im- 
portant and will also have a consid- 
erable style life. Square toes are new 
in men’s fashions. This is a develop- 
ment again originating on the Conti- 
nent and also reported in this country 
as a high fashion item several months 
ago. 

[TURN TO FOLLOWING PAGE, PLEASE) 





inspiration. 
"Milano" display trees. 


gation to you. 


CS: 











PIERCE’S LOLINE SHOE DISPLAY TREE 


is exquisitely designed by master craftsmen, and combines 
American low-top styling at its best with Continental shoe fashion 


Low ankle line designs, reflecting trends in men's new shoe styles, 
are enhanced when modernly displayed with Pierce's "Loline" and 


For the best men's shoe tree, to fit your specific shoe display needs, 
write today for complete information, prices and samples, at no obli- 
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I believe it is safe to say that this 
Italian version, square toe effect, will 
be a very important part of the new 
men’s shoes for both the 
spring and summer season and will 


ideas in 
carry well over into the fall season 
and could go on for some time there- 
after. Basically, the square toe does 
not represent a broadening of toe ex- 
pression, nor does it represent a heavy 
look in shoes. On the contrary. It has 
always been a very flattering last, 
tending to make the foot look small. 

The handsewn moccasin effects will 
be detailed in a variety of ways and 
will be a most important shoe in the 
dress casual field. Shoes of this type, 
with these lightweight soles — even 
though they are in a semi-loafer fami- 
ly—will be worn in many localities 
to the office because they are func- 
tional, lightweight, and rather smart 
in appearance. 

Buckle closures are very much in 
the style picture at this time again. 
Basically, because they tend to make 
the shoe look lighter. 

Color forecasting in men’s styles is 
difficult because the men’s 


somewhat 








apparel industry make no attempt to 
correlate color in accessory apparel, 
which is done with marked success in 
the women’s industry. As you know, 
accessory colors for women are care- 
fully 


throughout the entire accessory ap- 


authenticated and carried out 
parel. Women’s bags, gloves, hats, 
even blouses, are co-ordinated and as 
a result, the demand for the color car- 
ries into the shoes in the women’s 
wardrobe. 

The men’s industry is very back- 
ward, in my opinion, in its failure to 
coordinate color in accessory mer- 
chandise. If we could agree on colors 
to be carried through in shoes, hose, 
belts, hats, ties and even shirts, the 
authenticity of a color so coordinated 
would make for a tremendous increase 
in sales of men’s shoes. Understand 
that over 50 per cent of the national 
advertising in men’s apparel is in this 
accessory field. Can you imagine the 
impact we would have on the male 
consumer ? 


Window 


mental displays could be done to make 


promotions and depart- 


the purchase of the color almost a 


BIG SPACE AND COLOR ADS IN SEVENTEEN, DANCE, 


The ballet wear that's become fz 
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MADEMOISELLE AND GLAMOUR WILL FEATURE... 


DANSKIN 


TIGHTS ° 


Full-Fashioned for perfect fit 
knit of HELANCA stretch nylon 


¥4 .....-DOUBLE SALES APPEAL GIVES YOU 
aw TWICE THE PROFIT POTENTIAL! 

* Danskins look as smart under dresses and shorts as they do at 
dancing class. Their flawless fit lasts washing after washing. 
Danskins are recognized and recommended by dance schools all 
Vs over America. Stock the finest, offer the best value! ORDER 
DIRECT FROM MANUFACTURER — DANSKIN, INC. In 
stock for immediate delivery, for fast fill-in and repeat business. 
Matching Leotards and Tights—10 Newest Colors! 
LEOTARDS for Children, $3.50 to $5.00; for Women $4.50 to $6.50 
TIGHTS for Children $5.00, for Women $5.95, for Men $7.50 
TRUNKS for Children $1.65, for Women $1.95 

All prices are retail 

Write Dept. B for complete information and illustrated catalog 


DANSK IN Inc: 





must for the wearer. Instead of this, 
the shoe industry attempts to develop 
colors of leathers in keeping with the 
style of the shoes themselves and to 
coordinate these colors with clothing. 

I have brought swatches of leather 
representing colors we feel will be 
very important for fall. In general, 
the trend can be summed up in a 
generalization: Colors used in men’s 
shoes will contain fewer red shades 
than they have in the past. The beauti- 
ful effects to be achieved by the deep 
browns, Ivywood, Hawthorne, and 
Oak, blend themselves with the cloth- 
ing shades for fall. It goes without 
saying that black will again be king 
in color, in both smooth and textured 
leather. 

Fashion trends have presented prob- 
lems that, if not carefully handled, 
could result in decreasing rather than 
increasing sales. | would urge careful 
consideration of the presentation of 
shoes for both spring and summer, 
and fall and winter on the basis of 
creating a desire for seasonal change 
by the customer, rather than present- 


ing him with a program that only 
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Only Danskin 
leotards are full- 
fashioned, as are 

Danskin tights and 
trunks. All designs 
protected by 

U. S. Pat. Off. 









Free displays 
and mats 
on request. 










437 FIFTH AVENUE, NEW YORK 16, N. Y. 
AMERICA’S FOREMOST STYLISTS AND MAKERS OF DANCEWEAR 
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requires him to buy additional shoes 
on a replacement basis. 

It could be, too, that the cement 
type sole fastenings so rapidly becom- 
ing an important part of our shoe 
production at this time, might create 
a trend toward lightweight elegance. 

This type of bottom and sole con- 
struction might become a very impor- 
tant part of our men’s style program 
and, conceivably, cement type shoes 
could replace welts to a large degree 
on a semi-permanent or even perma- 
nent basis. 

Those of you who deem to scoff at 
this suggestion and who view the cur- 
rent trend towards cement shoes as 
temporary, might remember that at 
one time—not more than twenty-five 
years ago—women’s shoes were large- 
ly based on Goodyear welt construc- 
tion and hand-turns. 

| have been in this business long 
enough to remember the concern that 
many of those in the women’s part of 
the business felt when the first cement 
types were under consideration. To- 
day this type of shoe has largely re- 


placed welt shoes for women’s wear. 
It is something to think about and if 
it does occur, we will be on the way 
towards increasing the per capita con- 
sumption of men’s shoes. This would 
be an excellent goal to achieve. 

We have been making men’s shoes 
to last entirely too long. In a sense, 
we have committed hara-kiri by play- 
ing up the conservative aspects of the 
men’s business. 

We force the consumer to buy on 
a replacement basis. As you know, 
some of the brute-type shoes produced 
during the era of the “bold look” 
could virtually outlast the wearer be- 
fore needing replacement. | hope our 
industry can correctly interpret fash- 
ion trends. If we can incorporate only 
that the 


women’s industry has been using so 


a fraction of the know-how 


successfully for many years we will 
recapture a more important part of 
the consumer’s apparel dollar. 
* * * 
MISS PAT WHEELLESS in her 
talks before the Clinic singled out the 
pointed toe and slender look as a 
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e Designed for Shoe Stores 
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genuine fashion contribution. Its re- 
tail acceptance has been good, she 
reported, although acceptance for it, 
or any other major fashion change, 
can rarely be 100 per cent in a season. 

Under the title, “Progress of Wom- 
en’s Fashion,” Miss Wheelless traced 
the history of the importance of wom- 
Night- 


ingale and Helen of Troy down to 


en from pioneers Florence 
Congresswomen Jeanette Rankin and 
Ann Hutchinson. As women became 
more important, so did the fashion 
In the early 1900’s “an un- 


known genius put the skirt and blouse 


world. 


together and made the first dress.” 
By the mid 1920s, the waistline really 
came to be and sportswear made a 
big little beginning. 

In fashions, the spring of 1958 will 
find the spotlight on shorter skirts, 
the leggy look, footwear importance, 
colored stockings, the chemise influ- 
ence in apparel, and color all over the 
These trends, Miss Wheel- 


less feels, will increase the importance 


rainbow. 


of a shoe wardrobe, including open 
[TURN TO FOLLOWING PAGE, PLEASE] 
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New Products 





Shoe Stool 





THE ROYAL METAL MANU- 
FACTURING COMPANY, One 
Park Ave., New York, has designed 
a new shoe stool with today’s fine 
retail stores in mind. The stool has 
a non-slip footrest, upholstered, 
padded seat and Satin-Chrome tubu- 
lar steel frame. Self-locking floor 
guides insure stability. The seat is 
12 by 11 inches. The stool stands 
15 inches high and is 26'% inches 
long. The width in front is 6 inches 
and in back 10% inches. 





Reinforced Slipper Felt 


THE FELTERS Company, Bos- 
ton, has developed a new slipper 
felt, Style 8444, which is said to of- 
fer several advantages in strength 
and shape retention. 

The new Style 8444 is a thread 
reinforced felt, designed specifi- 
cally to provide extra toughness 
while still retaining an _ easily 








worked, supple fabric that is at- 
tractive and low in cost. This rein- 
forced slipper felt is stronger for 
Mullen burst strength as compared 
with best grade regular slipper 
felts. This extra strength is also 
expected to help eliminate “break 
out” during lasting, providing ad- 
vantages in production speed and 
reduction of rejects. The shape re- 
tention is also greatly improved. 
Style 8444 is stronger for breaking 
strength, lengthwise; and _ this, 
coupled with the increased burst 
strength, should mean a _ better 
formed, better looking slipper that 
will not “go sloppy.” 

This reinforced slipper felt is 
expected to provide greater saies 
appeal for felt slippers by elimi- 
nating the toe and heel break-out 
long associated with this item. 
Style 8444 will be made in weights 
from 18 ounce to 28 ounce, 72 in. 
width; and in colors of wine, royal 
blue, Alice blue, navy, scarlet, 
brown and black. Showings are 
being made at The Felters Co. show 
room 350 West 4th St., New York 
City. 





New Heel Cushion 


A NEW sponge rubber heel cushion 
will be announced by the Remington 
Products Company, Akron, Ohio, at 
the Factory Management Conference, 
in Cincinnati. 

The cushion, manufactured in 
attractive pastel colors, is designed 
to provide comfort with eye-appeal 
which will assure interest and sala- 





bility. 

An attraction of the heel cushion 
for women’s high heels is the reduc- 
tion of traction and slippage they 
bring about. The heel is supported by 
the cushions which protrude through 
the insole in a series of oval-shaped 
grippers. 

Remington has estimated that only 
three sizes are necessary to cover the 
entire range of women’s shoes, which 
means that complicated inventories 
will not be required. The new product 
is being promoted to both retailers 
and manufacturers. 

Advertising will call attention to 
the psychological lift enjoyed by the 
salesman at the fitting stool with the 
added sales help that the comfort, 
and usefulness of the cushions pro- 
vides. 





Rebirth of Fashion 
[CONTINUED FROM PAGE 127] 
shoes and colored pairs in addition 

to patent and white. 

Looking ahead to the fall of 1958, 
she foresees a growing acceptance of 
the chemise look, shorter and some- 
times uneven hemlines, the barrel sil- 
houette, tunics and overblouses, gay 
tweeds and increased emphasis on fur 
trims and furlined coats. 

In shoes, she sees pointed toes, more 
leisure-time at home shoes, and closer 
color alliance between stockings and 
shoes. 


Wheelless 


In conclusion, Miss 
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stated that the success of any promo- 
tion depends on the man or woman 
at the fitting stool. For that reason, 
manufacturers should give retailers 
every possible help, including whole- 
hearted enthusiasm for the product 
itself. She discussed competition and 
new ideas as they apply to fashion. 
New ideas in footwear make women 
buy because other pairs become obso- 
lete. New ideas in footwear stimulate 
impulse buying, the desire within any 
woman for something new. “Fashion 
has social acceptability,” she feels. 
“That is why fashion has endeared 
itself to every phase of a woman’s life, 
including soaps, cars and Slenderella.” 








Mary Jane Opening Set 


GRAND RAPIDS, MICH.—Mary 
Jane Shoe Company, subsidiary of 
John Irving Shoe Company, Boston, 
will open a store here about March 
15 at 125 Monroe Avenue, NW, ac- 
cording to an announcement by Hy 
Katt, vice-president. 

The store building, leased from 
Amstore Realty Company of Muske- 
gon, Mich., will be completely re- 
modeled and equipped with new fix- 
tures at a cost of about $50,000, 
Mr. Katt said. 

The new retail outlet will be 
known as Mary Jane Shoe store and 
will be under the supervision of 
Charles Coulson of Chicago. 
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How to Make a Store 


by BOYD B. HOOD 


Manager, National Account Sales 
Kawneer Company, Niles, Michigan 


IF YOUR store has not been mod- 
ernized within ten years, it may be 
well on its way to premature obso- 
lescence. Changes in store design 
have transformed radically the tradi- 
tional picture of the retail establish- 
ment and store owners must keep 
step with the changes if they are to 
survive today’s growing competition. 


Modernization Survey 


Although a few progressive mer- 
chants have maintained rising sales 
by continuously improving the at- 
tractiveness, comfort and conve- 
niences of their stores, outmoded 
profit-depressing shops are still the 
rule. 

Clearly, impromptu improvements 
will not transform your store into a 
maximally efficient machine for sell- 
ing. This takes total modernization 
from entrance to stockroom. For this 
reason, you should not commit your- 
self to any remodeling project before 
undertaking an extensive, critical 
survey of your store’s shortcomings. 
Once you have all the facts, you can 
proceed in an organized way to de- 
velop an effective renovating pro- 
gram. 

In making such a survey, the fol- 
lowing are the major factors which 
you should consider. 


Store Front 

The finest in decor and salesman- 
ship are of no avail when consumers 
pass you by. Therefore, the first 
step in any modernization program 


should be renovation of your exte- 
rior. In other words, modernize from 
the outside in. 

How well your store front “per- 
forms” depends on how satisfactorily 
it answers such questions as these: 
Does it stand out from its neighbor? 
Does it identify your type of busi- 
ness? Does it display the product 
line to its best advantage? Does it 
stimulate the desire to enter? 

A profit-producing store front, de- 
signed for your specific needs, no 
longer involves a heavy expenditure. 
An effective modern exterior can be 
assembled from mass-produced, mod- 
estly-priced building parts. A wide 
variety of component shapes, colors 
and materials makes possible a cus- 
tom-designed store front at assem- 
bly-line prices. 


Sun Control 

With more and more glass being 
used in contemporary exteriors, sun 
control has become crucial to protect 
consumers and merchandise from 
sunlight and heat. Additionally, sun 
control devices can provide a good 
measure of insulation, reducing the 
cost of air conditioning your in- 
[TURN TO FOLLOWING PAGE, PLEASE | 





WHY PAICTFATE PROTECTED LINING 


for men’s, 


because: PACIFATE 


from shoe lining. 


perspiration. 


e shoe linings add more sales value at less cost 
than any other new shoe feature. e 


e durably prevents reinfection of athletes foot 
e@ retards foot odor due to bacterial decay and 


© preserves leather from cracking and keeps shoes 
from getting out of shape. 


@ is chemically treated to resist rot and wear. 
Send for informative booklet, “I Wonder What My Parents Know About My Feet”. 

PACIFIC MILLS INDUSTRIAL FABRICS, a division of Pacific Mills Domestics Corp. 
Dept. P7, 1430 Broadway, New York 18, N. Y. 


PACIFATE is the ONLY lining EVER approved by the National Foot Health Council. 


P 
\ 


women’s 


‘and children’s shoes! 


OTHER FAMOUS PACIFIC MILLS SHOE LININGS: 
PACITWIN — a two-in-one wrinkle free lining of 
flannel and drill. 


® PACIDURA—a non-fray, shrink resistant, cotton 


lining. 


@ PACITEEN — a dyed suede finish lining, especially 


for slippers. 
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terior. 

Factory-fabricated aluminum can- 
opies, inexpensively installed, com- 
prise one of the best answers to the 
sun control problem. They also offer 
customers protection from rain and 
snow. 


Store Layout 


A scientifically revised floor layout 
will increase sales and earnings by 
speeding customer traffic, providing 
more usable display space, spacing 
fixtures for added convenience, and 
simplifying maintenance. 


Each department should be allo- 
cated space in proportion to volume. 
Location of departments is also im- 
portant. Place “demand” products 
at the rear; “convenience” products 
midway; and “impulse” items near 
the entrance to attract customers. 


Lighting 

Creative illumination, inside and 
out, can be a valuable merchandising 
tool. It can dramatize your store and 
provide the proper atmosphere for 
your product line. Balanced spot 
lighting, geared to your color scheme, 
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LAST SHOE 


Retails 
Profitably 


$7.95 


Sample this shoe! 





For Improved and More 
Profitable Specialized and 
Prescription Juvenile Fitting 


Look to EPHRATA! 


e The NEW STRAIGHT LAST 
with something EXTRA 


for FIRMER ANKLES and 
prevention of Shoe Sagging 


NEWEST MOST 
MODERN STRAIGHT 


A real 





Sportinbak 
(Support-in- back) 





can dispel undesirable shadows, ac- 
cent key areas and minimize eye 
fatigue. Night time lighting of ex- 
teriors and show windows is also 
gaining favor as merchants recog- 
nize that store fronts can win cus- 
tomers round-the-clock. 


Color Scheme 

Color is an important psychological 
selling aid that, like lighting, should 
be employed both indoors and out. 
Pleasing tones can make a store a 
brighter, friendlier and more efficient 
place in which to shop. Always be 
certain, however, that colors set off 


- merchandise, never compete with it. 


Colors can also be used to direct 
the customers’ attention to special 
displays. Additionally, they can mask 
unsightly areas and give the illusion 


| of depth or height where desired. 


| perforated or 


Acoustical Control 

Sound control is a must for curb- 
ing distracting noises generated both 
within and without a busy retail 
store. It is also essential for stores 
with music systems or annunciators. 

Solutions can be found in the 
proper selection and distribution of 
textured insulating 
wallboard, or special acoustical plas- 
ter that is easily applied to curved 
er irregular surfaces. These mate- 
rials are generally attractive as well 
as functional and come in a myriad 
of colors and textures to integrate 
with over-all store design. 


Floor Covering 

Open-view store fronts have been 
giving increasing prominence to 
floors. As an integral part of your 
decor, floor covering can go a long 
way in creating a good first impres- 
sion. Special patterns can be utilized 
to make your space seem wider or 
longer. Design variations can also be 





volume builder for your 
prescription fitting business. 
Sizes 3 to 6, 62 to 8. Widths 
B to EE. +1712 white only. 


And it will pay you to build more sales and customer 
satisfaction with the COMPLETE LINE OF EPHRATA 
ORTHOPEDIC JUVENILE SHOES. Sizes and widths 
IN-STOCK! 


used to direct attention of customers 
to individual departments. 

Major considerations in choosing a 
floor covering are: comfort, safety, 
durability, attractiveness and ease of 
maintenance. Colorful, economical 
vinyl! flooring is a current favorite. 


Wall Surfacing 

Skillful handling of wall areas will 
| enhance your store by providing 
complimentary backgrounds for dif- 
ferent departments and merchandise 
displays. The use of vinyl plastic 
“papering” materials and decorative 
laminates that are applied like 
veneer are popular wall surfacing 
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EPHRATA SHOE COMPANY 


EPHRATA, PENNA. 
FINE JUVENILE SHOES . . . THE LINE WITH A FUTURE FOR YOU! 
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materials today. Natural surfaces of 
wood, brick and cement block are also 
being widely used to enliven store 
interiors by means of color and tex- 
ture contrasts. With new colors and 
textures now available, paint is a 
better-than-ever decorating tool. 


Display Fixtures 

Strategically-located displays sus- 
tain the desire to buy that is first 
aroused by the store front. Eye- 
catching animated, illuminated and 
mechanized fixtures have been de- 
veloped recently for sale at moderate 
prices. In particular, a trend has 
evolved toward open-type displays 
and racks, reflecting the rapid spread 
of the self-service idea. 

If existing cases, bins, stands and 
other units are out of date, their re- 
placement with more attractive and 
efficient fixtures should be consid- 
ered. 


Climate Control 

The comfortable store environment 
which the modern shopper demands, 
requires a fully-integrated air condi- 
tioning, ventilating and heating sys- 
tem. Air conditioning, standard 
equipment in most new stores, has 
become one of the most powerful 
summertime inducements to “drop in 
and shop.” Pleasant temperature and 
humidity encourage the customer to 
linger and buy more, and are a boon 
to staff efficiency. 


Shopper Facilities 

As stores vie for patronage with 
better features and services, the re- 
tail establishment with the “extra 
added convenience” is in a superior 
competitive position. Facilities that 
put a store ahead include pleasant 
rest rooms, lounges, check-cashing 
services and baby-sitting stations. 


Movable Partitions 

Interior wall systems composed of 
movable, attractive, and easy-to- 
assemble partitions can inexpensively 
departmentalize your store. These 
highly-flexible systems permit the 
store owner to rearrange his floor 
plan when necessary with minimum 
effort and expense. They can help 
channel foot traffic and reduce the 
disorganized feeling a busy store 
might otherwise have. 


Stockroom 

Merchandising efficiency at the 
counter often depends on how well 
your stockroom is being operated. 
Mechanized materials handling 
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equipment, simplified paperwork 
techniques, and more _ economical 
utilization of storage space can elim- 
inate many of the hindrances to the 
rapid movement of goods to the sales 
floor. 


Parking Lots 

Considerable business improve- 
ment frequently occurs when provi- 
sions are made for shoppers who 
drive. Since Main Street business 
districts are particularly vulnerable 
to parking space shortages, persis- 


tent attempts should be made—per- 
haps by merchants and community 
officials in a joint venture—to secure 
adequate parking facilities. 


Summary 

The need for store modernization 
reflects the public’s increasing selec- 
tivity in choosing shopping facilities. 

For this reason many merchants 
are faced with a competitive prob- 
lem of unprecedented urgency. To 
this problem, modernization alone is 
the answer. 
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Kitty Kelly Shoestore, Brooklyn, N.Y., 
showing Thonet chairs 1368 and 1369. 


UNEXCELLED 
for simplicity, 
comfort 


and strength. 


For more than 
100 years, 
specialists 

in the manu- 
facture of 
chairs and 


fitting stools 
601 fitting stool, 14” h. 


seat: 12”x11" for shoe stores. 


Write us about your seating 
needs. We will send 
appropriate illustrated material. 


THONET INDUSTRIES, INC., Dept. L 
ONE PARK AVENUE, NEW YORK 16, N. Y 
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SHOWROOMS: NEW YORK, CHICAGO, DALLAS, LOS ANGELES, 
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Letters to the Recorder 


Issue Diplomas for Shoe Fitters? 


In the September 1 issue of BOOT AND SHOE RE- 
CORDER I was very impressed by the article in the 
section of Voice of the Trade dealing with the views 
of Charles D. Shoolman. I feel he is 100 per cent 
correct in saying every good shoe fitter should have 
a certificate showing he is qualified to fit shoes. 

I know it gives me a great deal of satisfaction in 
knowing when I have sold a pair of shoes that they 
have been fitted to the best of my ability. It is re- 
warding to see that person come in again and ask for 
me to fit them. I think everyone in our field should take 
advantage of Dr. William M. Scholl’s course on arch- 
fitting and the anatomy of the foot. It would give 
them a better understanding of what is required. 
There are certainly too many misfitted feet walking 
around today. 

Our shoe industry should help te do something 
about it—put a little more emphasis on fit as well as 
style. It would mean more in the long run, for it 
would lead to a better appreciation of the merchan- 
dise. 

I have said for a long time that the day would 
come when the man on the fitting stool would have 
to have a diploma to fit shoes because shoe fitting is 
a profession in itself and should be recognized as 
such. 





So many people are just working at it for the en- 
velope at the end of the week. 

Last week I fitted an elderly lady who is a grand- 
mother and a great-grandmother. She has com- 
pleted two trips on foot over the Appalachian Trail, 
2,028 miles in length. Which was it that contributed 
to the success of these trips: good shoes, the right 
fit, or both? 

JACK A. HUDSON 
CARL’S SHOE STORE 
GALLIPOLIS, 0. 


Recorder Directory ‘Best Ever’ 

I just received my copy of the January 1 issue of 
the RECORDER and I want to congratulate you on a 
particularly fine job. 

I especially want to thank you for the 1958 
Recorder Shoe Trade Directory which I am sure is 
the best one that I have ever seen. This sort of 
information is invaluable for us here at the 210 office 
and we want to let you know how pleased we were 
to find this excellent feature in your magazine. 

Needless to say, the balance of the magazine is up 
to its usual high standards. 

FREDERICK BLOOM 
EXECUTIVE VICE-PRESIDENT 
THE 210 ASSOCIATES 
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Taking part in the opening-day program of the Brown Franchise Stores convention 

were, left to right, J. R. Johnston, manager of the Franchise Stores division; C. R. 

Gamble, Brown president; and Herbert Mayes, editor of Good Housekeeping maga- 
zine, featured speaker. 


BILOXI, MISS.—A three-day con- 
vention of Brown Shoe Company 
franchise stores representatives 
was held here at the Buena Vista 
Hotel at the end of January. 

Climaxing the opening day’s af- 
ternoon program during which Her- 
bert Mayes, editor of Good House- 
keeping magazine, discussed ‘The 
Power of an Idea,” was the presen- 
tation of a women’s spring and sum- 
mer fashion show called “Spring Is 
a State of Mind.” 

The present slim styling trend 
will eontinue, according to Muriel 
Braeutigam, advertising manager 
of Brown Shoe’s women’s divisions, 
who narrated the show. She said 
slimmer styling has been extended 
to include tapered soles on many of 
the new models. 

She also announced the coming 
of the slim, dressier spectator, de- 
signed to take the wearer out of the 
sports field. Displayed were the 
slimmed-down version of the wedge 
shoe, the open-look showing Italian 
influence, new treatments of flat 
thong sandals, the barefoot sandal 
combining leather with vinyl] plas- 
tic and such special trims as the 
shoe which can be changed from a 
daytime fashion to one proper for 
evening wear by the simple flipping 
up of the cuff across the toe to re- 
veal a band of rhinestones. 
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C. R. Gamble, 
welcomed the dealers, who 
also addressed by J. R. Johnston, 
manager, Franchise Stores division. 

The business meeting speakers 
and the titles of their talks were 
“Standing Still or Going Ahead,” 
by L. J. Schaefer, Brown vice-presi- 
dent; “Look Where You Are,” by 
Roy St. John, Brown research and 
market analyst; “The Source of 
Growth Capital,” by H. W. Astroth, 
Brown manager of credits; “Bigger 
Volume and Profits in Child’s and 
Teen’s,” by Roblee McCarthy, sales 
manager of the Robin Hood divi- 
sion; “Men Will Buy More Pairs 
If,” by W. J. O’Rourke, sales man- 
ager of the Pedwin division; “Win 
—Lose—or Draw,” by J. E. Brad- 
ley, sales manager of the Life 
Stride division; “What Makes Peo- 
ple Buy,” by Harold Moore, man- 
ager of the store planning depart- 
ment, and “Are You Ready for 
Tomorrow?” by Herbert L. Brese- 
man, director of research for Time 
and Life, Inc. 

A panel discussion on merchan- 
dising, expense control and record 
keeping was moderated by T. R. 
Curtis, merchandise manager of the 
Franchise Stores division; H. W. 
Astroth, Sam Barnett, field repre- 
sentative, Connell Gryder, III, a 
Biloxi and Gulfport, Miss., retailer. 


3rown president, 
were 


Buying Up Over Last Year’s 
At Empire State Shoe Show 

SYRACUSE, N. Y.—Though at- 
tendance was somewhat off the three- 
day show of the Empire State 
Footwear Association at the Hotel 
Onondaga here, buying was better 
than last according to most 
exhibitors. 


year, 


About 165 lines of men’s, women’s 
and children’s shoes, slippers and 
casuals, as well as waterproof and 
rubber footwear, handbags, hosiery 
and findings were on display. The 
show attracted regular visitors from 
northern New York, principally from 
Rochester, Buffalo, and Albany. 

The lighter, narrower, flexible sil- 
houette was reflected in most of the 
men’s lines displayed. The same trend 
showed up in boys’ shoes. 

The women’s lines, the very slim 
look in pumps and opened-up types 
predominated. There were patent 
leathers, blacks, blues, red, whites 
and vibrant colors in calf and kid— 
also bold prints in silks, linens and 
cottons and muted and multi-colored 
straws. 

Patent leather was important in 
children’s shoes, especially in Mary 
Janes, swivel straps and pumps. 

Retailers, attending in smaller 
number than last year, bought with 
care. Orders were mainly for summer 
delivery and fill-in buying for Easter. 

The following officers were elected 
at the annual membership breakfast 
meeting: Jack Quinlan, president; 
Jack Funnell, first vice-president; 
Howard Peer, second vice-president ; 
Bruce Quimby, sergeant-at-arms; Ed 
Fox, treasurer; Rollin Tuttle, secre- 
tary, and Ralph Rowley, chairman of 
the board. 


Marshall Field Appoints 
New Women’s Shoe Buyers 


CHICAGO—A number of buying 
appointments have recently been 
made in the fifth floor women’s shoe 
department at Marshall Field & Com- 
pany. They are under the direction of 
Frank Heep, manager for the depart- 
ment. Roberta Honnold is buyer of 
women’s slippers. John Pierce is 
buyer for the Young Modern’s sec- 
tion, Robert W. Fearn buys moderate 
priced shoes, Howard Crow, casual 
shoes, and Harry Cybul for the Shoe 
Salon. 

All were previously first assistant 
buyers in their respective sections. 
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TV Camera Gets Glimpse of Shoe Retailing 





Edison Brothers executives and other panel members arrange last-minute details 

for the firm's TV program. At left, with back to camera, is Harry Edison, chairman 

of the Edison board and treasurer. Others, left to right, are A. T. Leimbach, vice- 

president; Irving Edison, president; E. K. Popper, partner in |. M. Simon and 

Company, St. Louis investment house; Virginia Marshall of BOOT AND SHOE 

RECORDER; Merle T. Welshans, Washington University, moderator for the panel, 
and Fred Foard, producer, TV Station KETC. 


ST. LOUIS — Edison Brothers 
Stores, Inc., and its role in retail 
shoe merchandising, was the most 
recent subject for review by a tele- 
vision panel discussion show ori- 
ginating over Station KETC, here. 

Format of the half-hour evening 
show, “Your Money at Work,” is an 
examination of diverse businesses 
nourished by investment capital. 

Virginia Marshall, of the St. 
Louis staff of BOOT AND SHOE 
RECORDER, served on the panel 
as a representative of the shoe in- 
dustry. 

The discussion ebbed and flowed 
around points on company growth, 
earnings, growth potential, and a 
portrayal of Edison’s stability in 
the face of a general recession. 
Moderator was M. T. Welshans, 
who is a professor of finance at 
Washington University, St. Louis. 
He directed questions calculated to 
provide viewers with an aggregate 
picture of company policies, expan- 
sion, management challenges and 
other similar details usually de- 
sired by experienced investors. 

During his several times at bat, 
Irving Edison, the retail chain’s 
president, revealed that during 1956 
the average business per Edison 
store was $324,000, which, he said, 
was 25 per cent more than achieved 
by the chain’s closest competitor. 
Mr. Edison said total sales in 1957 
were somewhat more than $99,300,- 
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000, which represents a nine-per- 
cent climb over the 1956 level. 
About $19,000,000 in this sum was 
provided by the sale of handbags 
and hosiery. 

The panel gave credit to the com- 
pany’s flexibility of operation as 
due to its policy of buying 40 per 
cent of its shoes from suppliers 
who manufacture exclusively for 
Edison, and 60 per cent from pro- 
ducers in the open market. Thus, 
the television audience was advised, 
Edison could get exactly what it 
wanted at any particular time. 

Mrs. Marshall illustrated how the 
Edison organization is naturally set 
up to provide a cushion against 
business recession. She pointed out 
that during a period of curtailed 
spending Chandler’s customers 
might move down the price scale a 
notch to the Baker’s store level, 
while Baker’s customers move down 
to Burt’s. In the meantime, women 
accustomed to a very high price 
bracket might make the move down 
to purchasing at a Chandler’s 
store. 

Irving Edison and Mrs. Marshall 
joined forces to evaluate teenagers 
as a consumer’s group. Handbags 
and hosiery were credited with 
helping sales stability, and Irving 
Edison declared the most critical 
managerial challenge facing his 
firm lies in maintaining a proper 
balance between all facets of the 
company’s operation. 





Sears, Roebuck Catalog Out, 
Reportedly Two Weeks Late 


ST. LOUIS—Shoes bow to che- 
mises in the fashion pages of the 
new Sears, Roebuck and Company 
catalog delivered to homes across 
the nation late in January. 

Little special attention is given 
to footwear in the opening pages of 
the new book. An open toe and heel 
T-strap pump in turquoise, yellow, 
pink, white and black patent rates 
heaviest promotion. 

Reportedly two weeks late be- 
cause of last-minute decision to in- 
clude 18 photographs of chemise- 
type dresses in the front fashion 
pages, the catalog gives 32 pages to 
women’s shoes. Toes for the most 
part are tapered rather than point- 
ed. Some rounded baby doll pumps 
on thick heels are included. One full 
page is given over to red, white and 
blue tri-color theme, with only one 
pair combining the three colors in 
one shoe. Other patterns shown are 
in basque red, flight blue, or rice- 
textured white, solid colors. 

For women, punched pig gets 
heavy play, both in working heels 
and 17/8 heights. Adagio, a new 
collection of little heeled shoes 
named for the “exotic Adagio tem- 
po,” feature fiery red heel lifts on 
all flats. One narrow toe Adagio 
skimmer in white or black kidskin 
has an elastic sweater hidden inside 
the topline. A spaghetti bow ap- 
pears on one sailcloth pump on 16/8 
heel. 

Mulebacks are included for wo- 
men and misses, with one Italian- 
made pattern showing a ceramic 
brooch decorating the hand woven 
raffia vamp. Heel is 16/8 shaped 
wedge. A coordinated handbag is 
offered. 

Swivel or ankle straps appear on 
almost every pump for little girls in 
the 14 pages taken for children’s 
pairs. Both Shu-Loks and Ripple 
soles show for boys. 

As much or more brown is adver- 
tised for men’s footwear as black. 
Ripple soles appear on one moc- 
front three-eyelet blucher. Putter 
shoes of canvas rate heavy play, 
along with special footwear such as 
engineer’s boots, safety toe boots 
and shoes, hip boots for hunting 
and fishing, and hook-and-eye chuk- 
kas. One section covers men’s foot- 
wear and special sport pairs for 
baseball, basketball, bowling and golf. 
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Milwaukee Footwear 





Education Kicks Off 


Milwaukee shoe retailers T. Kuecker, Nunn-Bush Shoe Store, left, and Mrs. Mary 
Brouwer Hickman, going over program notes with speaker Charles Roberts at the 
meeting of the Feature Footwear Educational Conference. 


MILWAUKEE — The Milwaukee 
Shoe Retailers’ Association and 
several local manufacturers spon- 
sored what they hoped will become 
a nationwide series of Feature 
Footwear Educational Conferences 


January 13-21 at the Plankinton 
House. 
Charles A. Roberts, Sherman, 


Tex., conducted the conference. He 
is a chiropodist, former retailer, 
and research and education chair- 
man and co-chairman of the Fea- 
ture Shoe Committee, Independent 
Shoemen. 

In addition to shoe retailers, Mr. 
Roberts also held meetings with 
such groups as chiropodists, physi- 


cians, nurses, physical education 
directors, osteopaths, beauticians, 
chiropractors and leaders of local 
parent-teachers groups. He stressed 
the need for proper fitting of shoes 
and problems encountered in rec- 
ommending and prescribing basic 
shoes. 

The final session, held for shoe 
retailers, emphasized selling and 
fitting techniques. Despite the 
heaviest snowstorm of the winter, 
30 dealers attended. 

Mrs. Mary Brouwer, Brouwer’s, 
and T. Kuecker, Nunn-Bush Shoe 
Store, acted as co-chairmen at the 
retailer’s meeting which concluded 
the conference. 





Weather, Timing, Conspire 


PHILADELPHIA — Exhibitors 
agreed the Mid-Atlantic Shoe Show 
held here February 1-4 came too 
late to permit extended buying for 
the spring and Easter season, and 
thus contributed to an overall drop 
in traffic of 15 per cent. Other fac- 
tors cited were the current recession 
and snow. About 750 buyers at- 
tended. 

However, traffic was at its heav- 
iest over the weekend and slacked 
off Monday and Tuesday. Buying 
was fair in women’s and children’s 
lines, and fair to poor in men’s 
shoes. Approximately 65 per cent 
of the orders written were for im- 
mediate shipment with the remain- 
der promised for early March. More 
than 230 lines were shown by 140 
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Against Mid-Atlantic Show 


exhibitors from Pennsylvania, New 
York, New Jersey, Delaware, Mary- 
land and Virginia. The event was 
almost totally a working show. No 
special entertainments or diversions 
were held. 

In women’s high style shoes most 
volume was in patents. Pumps and 
T-strap styles both with and without 
trim were favorites. Black and blue 
were the colors most sought with 
some business done in light, tinted, 
printed fabrics. White was not in 
demand. Some hesitation in buying 
expensive heels was evident. Wom- 
en’s clearance sales in the Philadel- 
phia-New York area often featured 
this type shoe, travelers said. 

Interest was high in all types of 
women’s casuals—including wedgies. 


The “wedgie” principle has been in- 
corporated in the new casuals and 
leisure shoes, travelers said, and as 
such they are becoming more popu- 


Pastels and bright 
strong in loafers 


lar each year. 
colors remained 
and straw types. 

In men’s shoes the dress casual 
and informal blucher were domi- 
nant. Black remained the outstand- 
ing color. The popular browns were 
chiefly deep shades with some red- 
tint evident. Seasonality was pur- 
sued with nylon mesh and shantung 
types which did fair. Modified con- 
tinental styling was widely seen, and 
the Italian influence—while | still 
viewed with some coolness in lower 
priced lines—will appear in most 
retailers’ spring promotions. 

The lightweight, rubber-soled ox- 
ford with hook-and-eye closing of- 
fered in red, yellow, coral and many 
other colors was one of the teen-age 
casual shoes most popular at the 
show. In children’s shoes travelers 
featured many saddles and mocca- 
sins in displays but buyers were 
picky. T-straps, swivels and pumps 
for dressy occasions were bought. 
Black emerged again as, the favorite 
color. 





Automation in the Shoe Store? 
Texan Has Patent Pending 


DALLAS, TEX.—If Robert H. 
Carlton, a former shoe store owner 
of St. Jo can be believed, it will 
take just a store manager, a cashier 
and a stock boy to run a full-scale 
shoe supermarket. 

Mr. Carlton is from St. Jo, about 
100 miles northwest of here. He 
makes the prediction on the basis 
of a machine he invented. 

Each machine would carry a 
separate style and contain a full 
line of sizes in that style. By pres- 
sing a button, the customer would 
have his shoe delivered for a try-on. 

The cashier would complete the 
sale and the stock boy would keep 
the machines filled. That is the 
picture in Mr. Carlton’s mind. 

He thinks one shoe automat 
should hold about 200 machines for 
a complete style range. He said 
the machines could be mass-pro- 
duced to retail for less than $100 
or leased on a four-to-five-per-cent 
of gross sales basis. 

Mr. Carlton has a patent pending 
on his machine. 





‘Red Shoe Red’ Is February Promotion by Fashion Board 


ST. LOUIS — “Red Shoe Red” 
was saluted by the Shoe Fashion 
Board of St. Louis in its February 
across-the-nation press release. 

For its timely presentation, the 
Shoe Fashion Board culled a rep- 
resentative group of styles for a 
red shoe wardrobe. All shoes are 
St. Louis made. Since any shade of 
red shoe will be considered a basic 
neutral in spring footwear for wo- 
men, red this year becomes a new 
classic, important in all ready-to- 
wear and accessories. 

The laced vamp pump included 
in the current board release is 
Accent’s new tie for daylong wear, 
designed on a mid-heel for the 
leggy look of shorter skirts. Red 
Pepper Red ranch-hide contrasts 
with black elasticized shoe lacing 
that “gives” with every step. 
Plunging vamp is a forerunner of 
the more opened-up trend in foot- 
wear for spring and summer. 

The T-strap spat sandal is from 
DeLiso Debs in Grenadine Red po- 
lished calfskin, with T-strap and 
vamp overlay thinly piped in white. 





These are wash-drawing illustrations of 

“red shoe red," theme of the nationwide 

February press release by the Shoe 
Fashion Board of St. Louis. 


The tapered toe last features a 
squared toe opening, covered button 
and stitched buttonhole vamp treat- 
ment. 

Brilliant Scarlet Red patent 
shows up in Town and Country’s 
pointed toe flat, featuring tailored 
bow and white pearlized buttons. 
This shoe, the board feels, has no 
age limits in its appeal. 
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Free Kleenette 
Folders and 
Merchandising Tags 
for Kleenette 
Uppered Shoes . . . 


Write for Samples 
A.H.Ross & Sons Co. 
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° SPRING LEATHER SHOW 


Weekly Road Trips Provide 
Good Work-Shoe Service 
By MILDRED S. SULLIVAN 


SEEKONK, MASS.—To give good 
customer service on work shoes, 
Charles H. Fish and his son, Alden 
B. Fish, owners of the retail shoe 
store of C. H. Fish, make almost 
weekly trips to the factory to select 
and pick up their orders. 

This store’s source of work shoes 
is a manufacturer located about 35 
miles from the Fish store; it is a 
distance made in relatively good time 
because there are no areas of con- 
gested traffic. 

This source of supply was selected 
because of its nearby location and 
because it produces a well-accepted 
nationally advertised brand of work 
shoes. 

“By making almost weekly visits 
to the factory,” explains Charles H. 
Fish, ‘“‘we are able to give our custo- 
mers much faster service and to 
obtain for ourselves a faster turnover 
of our invested dollars. 

“While we carry a regular stock of 
work shoes including size 13, with a 
few 14s, in widths of C, E and EEE, 
there always are special orders. There 
always is the need for shoes of 
slightly different size or width. Many 
of these special orders are because we 
fit each man to the best possible shoe 
for him; we do not try to sell the 
nearest size that we have in stock. 

“Aside from special orders, there 
are cases where we sell more than we 
have anticipated, and the stock gets 
low on certain items. 

“We use this direct pick-up service 
as a Selling theme, by telling the men 
we go to the factory every week. It 
sells our customers the idea that we 
are aggressive and anxious to go out 
of our way to give good service.” 

Another selling theme used by the 
Fish store is to suggest that men 
wear the best and most comfortable 
work shoes they can obtain because 
they are standing in them for eight 
or more hours a day. 

Work shoes at the Fish store 
occupy a 20-foot wall space, with 
visible stock extending from floor to 
close to the ceiling. They are adver- 
tised five or six times a year in 
two-column four-inch newspaper ads 
in the metropolitan Providence daily 
and several times a year in the local 
weekly newspaper. 
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Sears’ Spring Shoe Orders 


WASHINGTON, D. C. — Ten 
young girls representing five high 
schools in nearby Maryland are going 
to have a big say about the spring 
shoe line offered teenagers by Sears, 
Roebuck and Company stores in this 
area. 

Sears invited the student panel to 
one of its Washington stores in mid- 
January for a cookie, Coke and shoe 
party. The girls were briefed by 
Harry Shoup, merchandising man- 
ager, on what the fashion experts say 
will be footwear style this spring. 

Then they were turned loose on a 
display of several hundred pairs of 
hand-made samples in leathers and 
fabrics and in just about every color 
known to man. They saw suede, kid, 
calfskin, pigskin, canvas, silk print, 
patent leather. 

Their likes and dislikes will deter- 
mine to a great extent the pattern of 
Sears’ spring orders. About half of 
the styles displayed will be bought. 
Those rejected by the girls won’t be 
ordered at all. Those overwhelmingly 
approved will be ordered in greater 
quantities than otherwise would be 
the case. 

Top favorite was a red calfskin 
with a small square buckle on the toe. 
Second choice was a tri-color flat. 
Third was a_ bubble-weight white 
sport oxford. Fourth was a tri-color 
with the inside-half of the shoe 
white, the outside-half navy, and a 
high red heel. 





Japanese Dress-Up Shoe 
Inspired by Russian Sputnik 





Nik-Knacks dress up these new Japanese 

shoe styles, which feature representa- 

tions of Russia's two earth satellites. 

Masago Shinobu displays the Sputnik- 

inspired models, which sell for 3,600 yen 
($10) a pair. 
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Made on Teenagers’ Say-So 


Pointed toes and bright colors in 
general got the nod. Silk prints and 
polka-dotted cotton flats drew some 
wistful oh’s and ah’s, but one girl 
seemed to speak for the group when 
she observed, “the trouble is, they 
wouldn’t go with anything I have.” 

Canvas flats got a mixed reception. 
Some thought they’d be wonderfully 
cool in summer. Others said canvas 
reminded them too much of ordinary 
gym shoes. 

The show featured a lot of black, 
which may reflect a universal teenage 
choice. Nine of the 10 students wore 
black shoes to the party. Some came 
in flats, some in high heels. One girl 
said she wore high heels because a 
shoe show is considered a dressy 
function. 

“These youngsters tell us a lot we 
don’t know about fashion,” Mr. 
Shoup said. The girls averaged about 
16 years in age. Each owned, on the 
average, seven pairs of shoes. 

Mr. Shoup let each girl pick her 
favorite shoe, which will later be sent 
to her as a gift. Perhaps that gim- 
mick was the best test of all. 


This is the second time around for 
the Sears student panel show. The 
stores tried the plan last October 
with gratifying results. 

Styles and colors okayed by the 10 
girls will be reflected in spring lines 
offered at the three Sears, Roebuck 
stores in the District, and the single 
stores in Silver Spring, Md., and 
Arlington, Va. 

New Karl’s Unit Being Built 

TORRANCE, CALIF. — Among 
multiplying units for Karl’s Shoes, 
Ltd., is an ultra-modern store being 
built in the new $2 million North 
Torrance Shopping Center on 190th 
Street, extending from Inglewood 
Boulevard on the east to Anza Bou- 
levard on the west, a shopping ac- 
tivity center with a frontage of 
1,152 feet on the farflung outskirts 
of Los Angeles. 





Store Closes After 50 Years 


GARDNER, MASS.—F. Suutari 
& Company, shoe and work apparel 
store here, is going out of business. 
It has been a Gardner landmark for 
more than 50 years. 





| Doggonedest 


most comfortable shoes 


you ever wore 
Pigskin 
Hush 
Puppies 


by WO@LVERINE 


I'll take ’em. 


* Full color ad will appear 
in Saturday Evening Post 


* Plus ads in Life, True, 
Argosy, Sports and others 


kits and sales aids for dealers. 





* Full Multi-colored merchandising 





Here’s the shoe you’ve been wanting to crack men loose 
from their buying rut! The shoe that sells an extra pair 
faster, easier than ever before. Why is this so? Just put 
on a pair yourself; take ten steps; feel that Pigskin 
lightness and comfort. 3 out of 5 men who try ’em say 


Wolverine plush Pigskin 
Steel shank, full counter 
Cement construction 
30-iron cushion sole 


Eleven colors carried in stock 





Retailing very profitably at $8.95 


WOLVERINE SHOE AND TANNING CORP., ROCKFORD, MICHIGAN 
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First Tests End on Electronic Computer for Retail Stores 


NEW YORK—Preliminary field 
testing has been completed by the 
National Association of Shoe Chain 
Stores on the second prototype of a 
sales recording machine as part of 
the association’s electronic research 
program, according to Edward At- 
kins, executive vice-president. 

The most recent test was con- 
ducted on equipment built by the 
Surroughs Corporation to specifica- 
tions of the NASCS Committee on 
Electronics. The field test was con- 
ducted at a store of National Shoes, 
Inc., at 292 East Fordham Road, The 
Bronx. 

The machine’s keyboard differed 
from equipment previously tested in 
that it was a 13-key board, permit- 
ting the recording of style, size, 
width and price data. The machine 
validated customer sales _ checks, 
printed each transaction on an audit 
journal, and in its final form will be 
coded on a punched tape for process- 
ing at the central chain headquarters. 

Results obtained from this and in 
previous field tests sponsored by the 
National Association of Shoe Chain 


Stores will soon be evaluated for 
study by its electronics committee. 
The committee is under the chair- 
manship of S. R. Spiker, G. R. 
Kinney Corporation, and is being 
guided in its program by Joseph S. 
Oettinger, consultant. 





Color Excites Great Interest 
At Guild Week Showings 


NEW YORK—Guild Week held 
recently here marked the opening of 
summer collections by members of 
the Guild of Better Shoe Manufac- 
turers. White, solid colors, multi- 
colors, prints and dark fabrics all 
have been selling. 


In white, smooth leathers and 
some grains have been the most 
important. A number of Guild mem- 
bers report good business in solid 
white. Colored trims have also sold. 
In fabrics white faille, crepe and 
peau de soie have been bought for 
dyeing. 

There is great interest in color, 
both pale and brilliant shades, Guild 
members report. Combinations of 
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The Shoe That Means, Business For You! 


@ This is the shoe that has been getting the greatest accept- 
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@ This is the shoe that satisfies the most rigid retailer /customer 
requirements of fitting the length, width and SHAPE OF 
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brilliant colors, often combined with 
white are selling. The tri-color group 
of red, white and blue is selling. 
One or two manufacturers find white 
with one color the favorite. Red, 
alone or in combinations, and Bone 
are both in demand. An orange-y 
red is selling in smooth and patent 
leather. Black and white is proving 
important. 

Dark colors are selling in fabrics 
for summer-into-fall transition wear. 
Black faille, crépe, peau de _ soie, 
laces, meshes and shantung have all 
been introduced by Guild members. 
Some Navy blue is being used in 
these fabrics, too. They are being 
bought with a view to selling right 
on into the fall cocktail period. 

An attitude of caution is noted 
by one Guild member so that retailers 
who have sold brilliant pink and 
blue early are veering away from 
the kind of re-orders that would be 
expected from the successful sales 
on first orders. 





Prescription Shoe Course 
PHILADELPHIA — The Temple 

University Prescription Shoe 

Fitting Workshop will be repeated 


this year at the Warwick Hotel 
here, according to Benjamin L. 
Finn, coordinator of the course, 


which is sponsored by the Philadel- 
phia Retail Shoe Merchants Asso- 
ciation. 

The intensive two-day course, 
February 23 and 24, will cover shoe 
fitting, merchandising and selling 
at the retail level. Tuition is $50. 





Wisconsin Retailer Marks 
50 Years in Shoe Business 





Louis C. Krueger, operator of Krueger's 
Shoe Store, Waupaca, Wis., is observ- 
ing his 50th year in the shoe business. 
He started work in a shoe factory in 
Cedarburg, Wis., as a boy of 17. 
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Peerless of Providence Opens Enlarged Shoe Salon 


PROVIDENCE, R. I.—An en- 
larged shoe salon has been opened by 
Peerless of Providence, downtown 
department store. It seats 35 persons 
plus 20 in the adjoining children’s 
department. 

It has wall-to-wall carpeting, off- 
white wall panels contrasted with 
gold, soft gray drapes, and soft but 
brilliant lighting. There are antique 
marble-top display tables, old fash- 
ioned wall prints of shoes, and a 
gorgeous crystal chandelier which 
was transplanted from one of the 
magnificent wealthy Newport, R. L., 
estates. 

Seats in the salon are of green 
velvet with gold love seats in walnut. 

There is an exposed casual bar 
located at the foot of the escalator, 
used for showing modern boutique. 
Displays throughout the department 
are keyed to promote the high-fash- 
ion theme. 

The adjoining children’s depart- 
ment is in a soft shade of mauve with 
pastel wall paper. To amuse the 
youngsters, there is a lollypop tree 
and a crazy mirror. Chairs are in 
black and white with woven straw 
backs. 

These departments are operated 


Basketballer Finally Gets 
Shoes That Fit—Size 20 








Shoe manufacturer Harry Karl of Los 
Angeles views the answer to a young 
man's problem. Jean Claude Lefebrve, 
20, touted as the tallest player in col- 
lege basketball circles—he's 7-feet 41/4 
inches—couldn't find shoes big enough 
for court action. Even the biggest, size 
19, did not fit the Gonzaga University 
freshman from Paris, France, but since 
it had been all he could get he wore 
them with the toes cut out and did the 
best he could. Mr. Karl's size 20's are a 
welcome replacement. For comparison, 
note contrast with ordinary shoe. 
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by Kays-Newport with Raymond 
Hanley as manager. They feature a 
complete line for women, misses, and 
children, including all types of foot- 
ware and rubber ware. 

Peerless of Providence came into 
the Providence downtown section 
about a year ago when the Peerless 
Company, Pawtucket department 
store, leased an important part of 
the long-established Boston Store. 
The new operators devoted several 
months to complete renovation, giv- 
ing the downtown area its most 
modern and aesthetic department 
store. 





Boys’ Shoe Buyer Retires 


LINCOLN, NEB.—Walter E. But- 
ler, boys’ footwear and apparel 
buyer at Magee’s the past 40 years, 
retired February 1 and is being suc- 
ceeded by Walter G. Stephenson, 
Jr., who has been Mr. Butler’s as- 
sistant the past three years. Mr. 
Butler joined the Lincoln firm in 
1911 and is retiring under the 
store’s pension plan, but will con- 
tinue to assist in the department. 





Juvenile Unit Opens in Detroit 


DETROIT—A new juvenile shoe 
store in the northwestern section, 
Harvey Shops, Inc., has just been 
opened at 19331 Livernois Avenue 
by Harvey Rosenberg, veteran De- 
troit shoeman. The new store caters 
to children’s fashion shoes and 
fashion footwear clientele. In addi- 
tion they carry a line of surgical 
and orthopedic footwear for infants 
and children. 

Harvey Rosenberg is a second 
generation shoeman, son of the late 
Ben Rosenberg, who established 
Rosenberg Shoes at Harper and 
Van Dyke Avenues on the east side 
in 1915. 


Grand Rapids Mary Jane Set 
GRAND RAPIDS, MICH.—Mary 
Jane Shoe Store Company, a subsidi- 
ary of John Irving Shoe Company, 
Boston, will open a store here at 125 
Monroe Avenue about March 15. It 
will be completely remodeled and 
equipped with new fixtures at a cost 
of approximately $50,000. Charles 
Coulson, of Chicago, will be manager. 
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NEW YORK— Among the 586 
merchants selected to compete for 
the nation’s top honors in retailing, 
the 1957 Brand Name Retailer-of- 


the-Year titles, will be 18 shoe 
stores. 
They are located in 13 states. 


Competing again this year is Manss, 
Nashville, Tenn., and Cardinal’s 
Corpus Christi, Tex., both runner- 
up Certificate of Distinction winners 
in the 1956 competition. 


Other finalists in this category 


are Bethel Shoe Store, Bethel, 
Conn.; Marco Shoes, Inc., Coral 
Gables, Fla.; Nettleton Miami 
Beach, Miami Beach, Fla.; Sholem’s 


in Champaign, Champaign, IIl.; The 
Shoe Box, Terry Haute, Ind.; Narum 
Shoe Store, Inc., Minneapolis, 
Minn.; Claussen’s Kearney, Neb.; 
J. L. Corbaley & Son, Inc., Omaha; 
Wade Brothers, Inc., Jamestown, 
N. Y. 

Also included are Garfinkel] 
Shoes Inc., Cleveland; Taylors’, Woo- 
ster, O.; Armishaw Shoes, Portland, 
Ore.; Martin’s Shoe Store, Gettys- 
burg, Pa.; Park Shoe Store, Cran- 
ston, R. I.; Guarantee Shoe Com- 
























Now IN STOCK 


professional model 


SQUARE 
DANCE 
SHOES 


@ Soft glove leather 
@ Colorful print lining 


Eighteen Shoe Stores in Brand Names Competition 


pany, San Antonio, Tex., and Stan’s 
Bootery, Milwaukee. 

Awards will be presented April 
April 16 in the Grand Ballroom of 
the Waldorf-Astoria. 





Failures in Shoe Retailing 
Up Slightly, Says Report 
NEW YORK—tThere has been a 
slight increase in retail shoe business 
failures and the liabilities they rep- 
resent, for 1957, according to figures 


just released by Credit Clearing 
House, a division of Dun & Brad- 
street, Inc. 

For the full 12 months of 1957 


the poll listed 126 retail shoe business 
failures with liabilities totaling 
$2,303,000. This compares with 119 
failures and liabilities of $2,034,000 
in 1956. 

For the month of December, 1957, 
alone, there were 11 retail shoe busi- 
ness failures representing liabilities 
of $198,000, which compares with 
eight failures and liabilities of 
$389,000 for December of the pre- 
vious year. 

The report said 361 new retail 
shoe stores were opened between 


January and December, 1957, repre- 
senting a total starting capital of 
$3,939,000. Of the total, 28 were 
men’s shoe stores; 69, women’s; 22, 
children’s, and 242, family stores. 
For the month of December, 1957, 
alone, 29 shoe stores began operation 












with a total starting capital of 
$256,000. 
Ohio Leather Company Holds ‘ 







Fashion Showing in Boston 


BOSTON—Promote and merchan- 
dise color was the message passed on 
to those attending a leather fashion 
showing here for representatives of 
the shoe industry and the press by 
Naomi Sloan, fashion director of the 
Ohio Leather Company. 

Miss Sloan’s forecast for fall and 
winter, 1958, saw more slim shoes, 
lower heels and more little-heel shoes, 
and “glowing” colors and more 
colored shoes. 

She exhibited Ohio’s Matinee Calf, 
a newly-refined and slightly textured 
finish that comes from the tannage 
itself. Colors shown in this group 
were Cabochon Red, Green Quartz, 
Mustard Seed, Brown Diamond, 
Town Brown, Flight Blue and Jet. 
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Series 440 
Sizes 5-8, 9-12 
Brown, White, 
Red, Tan 


QM KIDDIE SANDALS 






@ 45” lace elasticized binding 
for snug fit 


@ Flexible chrome sole 
@ Built-in wedge 
@ Outside oak leather lift 


@ Black, white, red 
(Pink and blue to order) 


@ Sizes 3-10. Narrow & 
medium widths 


$935 PAIR 


Net F.0.B., Boston 
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the Original Cushion Sole Sandal 
Increase your kiddie sales! Snug, smooth heel fit and 
long wear feature this new addition to SUN-SAN, 
the scientifically-designed sandal line that sells fast be- 
cause kids (and their mothers) want them! Order now! 















Corral the budget buyers,too! 



















with Hoy-Way moulded sole. 


Sizes 5-8, 9-12, 12-3. Brown, White, 
Red, Multi, Tu-Tone. 












All styles IN STOCK for immediate delivery. 
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¢ SETS UP IN A JIFFY—NO BOLTS 


¢ BUILT FOR YEARS OF SERVICE— 


« FOLDS TO FLAT PACKAGE 
4” x 3’ x 54” FOR EASY STORAGE 


Price $32.50 Each 
Less 5% in Lots of 6—Less 10% Lots of 25. 
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Editors Scan Spring Styles Shown by Leather Industries 


NEW YORK—More than 175 
fashion editors saw an advance 
showing of spring shoe styles at a 
“press week open house” at the 
Leather Industries of America 
headquarters in New York. 

The editors who gather in New 
York semi-annually to survey the 
ready-to-wear style trends for the 
coming season viewed coordinated 
wardrobes of spring shoes for wo- 
men, men and children. The acces- 
soried displays were divided into 
the following “wardrobes”: The 
Career Woman, Young Marrieds in 
Town, The Young Suburbanite, 
Teenager, College Girl, Mature Wo- 
man, Tall Girl, Petite Girl, Girl 
Who Has Everything, Male Animal, 
City Style, Male Animal, Country 
Style, and the Crayon Set. 

In addition to the “wardrobes,” 
a special display headed “Leather, 
The Most Beautiful Way to See 
Red,” featured a huge variety of 
women’s shoe styles in red leathers 
ranging from side leather to lizard, 
and including calf, kid, pig, bright 
red patent and other novelty leath- 
The importance of Red in the 


ers. 


February 15, 1958 





spring shoe fashion picture was 
highlighted. 

Another special display—contain- 
ing several hundred shoes—showed 
a representative cross-section of 
styles, colors and heel heights in 


all price ranges. 





Lingren’s Plans Center Unit 


OAKLAND, CALIF. — Lingren’s 
Shoe Store will open a branch out- 
let in the El Cerrito Regional Shop- 
ping Center in nearby El Cerrito. 
The center is now under construc- 
tion with opening tentatively sched- 
uled for July 15. 

Hobart Smith, manager of the 
Oakland store, will be in charge of 
the branch also. Lingren’s has 
leased 3750 square feet of selling 
space in the shopping center, ac- 
cording to James M. Hamilton, Lin- 
gren’s representative. 





Buffalo Retailers’ Officers 
BUFFALO, N. Y. — Francis G. 
Hall was installed as new president 
of the Greater Buffalo Shoe Re- 
tailers Association at a meeting of 


the membership in the Stage Door. 
Other officers installed were Wyatt 
F. Johnson, vice-president, Oliver 
F. LaReau, secretary, and Benjamin 
Etkin, treasurer. 





Stix Shoe Buyer Named 
Divisional Merchandise Head 


ST. LOUIS — George Potashnick, 
shoe buyer for Stix, Baer & Fuller 
department store here, has been 
named divisional merchandise man- 
ager for both downtown and sub- 
urban Westroads shoe departments. 

On the retirement of A. J. Pauley 
in 1953, Mr. Potashnick was named 
buyer for men’s, women’s, and chil- 
dren’s shoes for Stix, Baer & Fuller. 
Previously, Mr. Potashnick had 
been with the store from 1924 to 
1938. At that time he went to 
Titche-Goettinger in Dallas, Tex., 
where he stayed until 1950, except 
for four years in the service. 

From 1950 to 1953 he was shoe 
buyer for the M. O’Neil Company, 
Akron, O. His brother, Jerry Potash- 
nick, is president of Joyce Shoes, a 
division of U. S. Shoe Corporation, 
Cincinnati. 








Geuting Shoe Chain Contest Brings Bonanza in Publicity 


PHILADELPHIA — Several hun- 
dred entries were attracted by the 
just-ended all-expenses-paid trip to 
Rome contest of the Geuting shoe 
chain. 

The contest, launched to tie-in with 
the firm’s 50th anniversary, was the 
instrument for profitable publicity 
and promotion. 

In the course of the six weeks it 
was in effect, Geuting benefited by 
$25,000 in promotional spot an- 
nouncements on radio station WIBG; 
local radio and television stations 
taped and rebroadcast the proceed- 
ings opening the contest—the un- 
veiling of a painting of Anthony H. 
Geuting, founder of the firm. 

Also, an exhibit of shoes dating as 
far back as 1870, and ornate stock- 
ings of yesteryear, were on display 
in the windows of the headquarters 
store throughout the observance and 
were telecast by three stations. 

Local disc jockeys visited units 
of the chain at pre-arranged times. 
An art contest for children, involving 
the coloring of an outline of the 
cartoon characters, Mutt and Jeff, 
was popular with children. Al Smith, 


who draws the strip, picked 10 win- 
ners and 15 runners-up. 

The contest was sponsored by 
Geuting’s Pan American World Air- 
ways and station WIBG. On several 
occasions on the three local television 
stations, a Pan American stewardess 
appeared and discussed the trip. 


A. S. Beck 25-Year Club 
Admits 14 Veteran Shoe Men 


NEW YORK—Fourteen veteran 
shoe men were honored as new mem- 
bers of the A. S. Beck 25-year club 
at a dinner January 14 at the Hotel 
Biltmore here. President Saul Schiff, 
toastmaster, presented the new club 
members with engraved watches and 
paid vacation trips. 

Those honored were Harry Eisen- 
berg, of Newark, N. J.; Emanuel 
Greenspan and Harry Harris, of 
Philadelphia; Thomas Taylor of At- 
lanta, Ga., and the remainder, all 
from the New York area: Milton 
Lessman, Joseph Levine, Herman 
Levitan, Samuel Levy, Harry Luger, 
Sidney Podab, Joseph Pollack, Harold 
Schneider and Frank Schriger. 


A. §. Beck also announced a pro- 
motion list involving one new store 
manager and seven new assistant 
managers. 

Robert Mechtoldt, former assistant 
manager of the firm’s South Wabash 
Avenue salon in Chicago, is now man- 
ager of the Cermak Plaza Shopping 
Center in Berwyn, IIl. 

New assignments and promotions 
as assistant store managers were an- 
nounced for Herbert F. McDonald, 
Jr., Daniel Covino, Raymond Downer, 
George Watkins, Bernard Kadison, 
Ronald Ekholm and Irving Hoffman. 


George Ecclesine Honored 


George Ecclesine, New York sales 
representative of the Gerberich- 
Payne Shoe Company, was recently 
named to the White Plains Parking 
Authority by Mayor Richard S. 
Hendey. The authority, reputedly 
the first of its kind in the world 
has served as a model for many 
municipalities. Mayor Hendey felt 
that Mr. Ecclesine’s knowledge of 
and contacts with retailers in the 
greater metropolitan area would be 
a decided asset to the authority. 








STITCH and TURN 


FOOT KING® 


sin 


Goodyear Welts 
IN STOCK 


#19513 
Men's Sizes 
6t012;B&D 
Price only 
$5.55 net. 


That's Sweeping the Country! 


For the new, the different, the 
exciting, the promotable, in 
Sandals, Casuals, Scuffs, look 
to Lion 
first. 


The Hollywood Scuff Sensation 


50M Men's Scuff 
Tan, Black, Wine 


Trend of the times is toward trim stitch and turn types for Full Sizes 6-12 


Dress ond everyday wear. Fine black smooth leather with 
print plug. Oak Bend leather sole. Right and left quarters. 
#79513 Price $5.55 net. Also stocked in BOYS' sizes, 
#77513, D wide Price $4.45 net. 


WHITE PLUG with black smooth leather, pattern as #79513 
above is stock #79510 men's B & D widths, $5.50 net. 
FOOT KING—Headquarters for shoes that are SELLING in 
a wide range of widths. 

IVY LEAGUE (BUCKLE BACKS). ALPINE BOOTS and OX- 
FORDS. SHU-LOKS®—Child's, Gents’, Boys’, Men's. See our 
HOT ROD! RIPPLE SOLE® shoes with extra features. 
WELLINGTONS. REG-E-STURD® Boys' shoes, sizes | to 7, 
widths A to E. 


Dept. 215, A. S. Kreider & Son Co. PALMYRA, PA 


We heave no connection with any firm whose name RESEMBLES ours. 


50 L Ladies’ Scuff 
Tan, Black, Red 
Full Sizes 4-9 











INCORPORATED 
400 E. 111th St. 
NEW YORK 29, N. Y. 
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H ALTER 


Prevents foot slipping forward 
HALTS 


SOLVES fit problems 
PROFITABLE ‘ 


re-sale item, too! 


Send for FREE sample and catalog 
STOCKED BY LEADING FINDINGS JOBBERS 


MODERN ORTHOPEDIC APPLIANCE 
584 BROADWAY, NEW YORK 12, N.Y. CA 6-4723 
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Ohio Considers X-Ray Ban 


COLUMBUS, O.—A proposal to 
ban the use of X-ray fluoroscopes 
for shoe fitting in stores is being 
considered by the Ohio Public 
Health Council. Ralph E. Dwork, 
State Health Director, estimates 
there are 800 fluoroscopes being 
used in Ohio. 





General Shoe Appoints 
Brittain Retail Unit President 





C. E. Brittain, North Carolina shoe re- 
tailer, has been appointed by General 
Shoe Corporation as president of its 
Associated Shoe Departments, one of its 
retail operating units. Mr. Brittain will 
make his headquarters in Nashville. 


February 15, 1958 





Financial News 





Shoe Corporation Dividend 


COLUMBUS, O.—Shoe Corpora- 
tion of America hag declared its 
116th consecutive cash dividend for 
itself and its predecessor, the 
Schiff Company. 

Robert W. Schiff, president-trea- 
surer, said 25 cents per common 
share will be paid March 15 to 
shareholders of record February 
28, 1958. 

The company has 12 family-type 
shoe stores in Columbus, operating 
under the name of Schiff Shoes. 
They are part of a national chain 
which is expected to exceed 165 
retail outlets before end of 1958. 





A. 8S. Beck Declares Dividend 


NEW YORK—The board of direc- 
tors of the A. S. Beck Shoe Corpora- 
tion declared a dividend for this 
quarter of 15 cents per share on the 
common stock payable February 17, 
1958 to stockholders of record at the 
close of business on February 5. 
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sells large quantities of 

quality branded shoes and meets 
competition nationally. Weil 
offers better values and 

wider selections, which has 
resulted in consistent leadership 
... Satisfied customers... 

for over 25 years. We invite 
inquiries by mail, wire, phone. 


shoe company 


igton Ave., St. Louis 3, Mo. 
CE. 1-3762 


Quality Shoes Since ‘32 














They also declared a quarterly 
dividend of $1.18%4 on the preferred 
stock of the A. S. Beck Shoe Corpo- 
ration, payable March 3, 1958 to the 
stockholders of record at the close 
of business on February 17. 





Diversification Big Help 
To Allied Kid Company 


NEW YORK — Diversification 
was credited with improving the 
Allied Kid Company’s position by 
Benjamin Simons, president. Mr. 
Simons said the company is no 
longer dependent on kid leather 
sales; and that now, more than 60 
per cent of the company’s produc- 
tion is made up by such leathers as 
side, patent, splits, and small 
quantities of other kinds of leather 
used in women’s handbags. 

Though the company’s sales were 
only slightly more than the $13,- 
591,301 in the fiscal half year ended 
December 31 of 1956, Mr. Simons 
said there was a better demand in 
leathers with higher profit margins. 

Earnings for the six months 
came to $2 a share, up from $1.65 
a year earlier. For all fiscal 1957 
the company earned $3.52 a share 
on sales of $27,283,908. 
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UNUSUAL 


SHOE 
HORNS 


Handsome, masculine 
shoe horns, imported di- 
rect from the style cen- 
ters of Italy and Eng- 
land. Treasured “conver- 
sation pieces” that add 
just that right touch to 
any gentleman’s ward- 
robe. Liberal dealer 
mark-up. 


Prompt Shipments Guar- 
anteed. Most Complete 
Stock of Shoe Horns in 
America. 


Write Today For Illustrated 
Literature and Price List. 


WARNER 
IMPORTS 


“The Shoe Horn King” 


4015 W. Magnolia Bivd. 
Burbank, California 
Jobber laquiries Invited 









































Mr. Simons said capital outlays 
have run to more than $300,000 per 
year. He said the firm was looking 
constantly for means of reducing 
labor costs by the introduction of 
new machinery. 

Allied reduced its total indebted- 
ness by about $1.5 million in the 
past year. Total assets outweigh 
total current liabilities by a ratio 
of four to one. 


Endicott-Johnson Reports 
Lower Sales and Earnings 


ENDICOTT, N. Y.—Endicott- 
Johnson Corporation reported lower 
sales and earnings for the fiscal year 
ended November 29. Net sales were 
$146,016,168 compared with $151,- 
359,762 a year ago, a decline of about 
3% per cent. Net earnings were 
$2,693,739 against $2,771,158 the 
year before. Earnings were $2.97 per 
share of common stock compared 


|with $3.06 the previous year. 


A large part of the decrease in 
sales was due to lower production and 
sales of men’s work shoes—a national 
trend, said Frank A. Johnson, presi- 
dent, in a letter to stockholders. 


Earnings were also affected by a 
change in the method of computing 
depreciation. The company adopted 
the declining balance method of de- 
preciation for most acquisitions since 
December 1, 1955. As a result, depre- 
ciation provision for the period just 
ended was $462,000 greater than 
under the former method. Of this, 
$147,000 is applicable to the prior 
year. 

Current assets were $72,770,194 
compared with $69,646,071 a year 
ago and current liabilities were $28,- 
102,316 compared with $25,371,514. 

Notes payable were $12,000,000 as 
of November 29, 1957. This compares 
with $8,500,000 at the end of the 
previous fiscal year. The increase 
resulted primarily from the higher 
inventory, Mr. Johnson explained. 


Obituaries 





Bertram H. MacLeod 


RED WING, MINN. — Bertram 
H. MacLeod, Milwaukee area sales 
representative of the Avon Sole 
Company, was instantly killed on 
January 19 in an automobile crash 
while returning to his home here 
from church. His wife and young- 
est son John, with him at the time, 
both were seriously injured. Fun- 
eral services were held January 22 
at the First Presbyterian Church 
of Red Wing. 

Mr. MacLeod had recently re- 
joined the Avon Sole Company af- 
ter 10 years. During this period he 
had been successively vice-presi- 
dent and sales manager of the Gro- 
Cord Rubber Company and general 
manager of the rubber sole division 
of the Durkee-Atwood Company. 

During his long career in the 
rubber sole industry, Mr. MacLeod 
was responsible for a number of 
developments in that field and held 
several patents. He was a graduate 
of the Massachusetts Institute of 
Technology, class of 1931, and was 
a member of Tau Beta Pi, national 
honorary fraternity. 

Surviving, in addition to his 
widow and his son John, are two 


other sons: Richard with the Uni- 
ted States Air Force in Texas; and 
Robert, a freshman at Purdue Uni- 
versity. 





Mrs. Grace Boppert Johansen 


ST. LOUIS—Mrs. Grace Boppert 
Johansen, 74 years old, died at her 
home here. She was the widow of 
the late John A. Johansen, formerly 
vice-president and treasurer of Jo- 
hansen Brothers Shoe Company. Mr. 
Johansen died in 1955. 

Survivors include a daughter, 
Mrs. Gazzola Vaccaro, and two 
sons, J. Roger Johansen of Johan- 
sen Brothers Shoe Company, and 
Paul E. Johansen of Valley Shoe 
Corporation. 





Walter E. Reid 


ST. LOUIS—Walter E. Reid, di- 
visional sales manager of the shoe 
products division of Goodyear Tire 
& Rubber Company, died here of 
cancer. He was 63. All of the 38 
years during which he was associ- 
ated with Goodyear were spent in 
St. Louis. He was a veteran of 
World War I. Survivors include his 
widow, Josephine Hynes Reid, and 
three sisters. 
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Herman T. Wood 


ROCHESTER, N. Y.—Herman T. 
Wood, a sales representative of the 
United Last Company, died sudden- 
ly at his home here on January 16. 
He was 53 years old. 

A native of upper New York 
State, Mr. Wood had been asso- 
ciated with the shoe industry dur- 
ing his entire business career. For 
many years prior to joining the 
former Empire Last Works branch 
of United in 1944, he worked on 
the styling of upper patterns and 
shoe quality control for prominent 
manufacturers in the New York- 
Pennsylvania area. In 1953 he was 
transferred to United’s Stewart and 
Potter branch. 

Surviving are his widow, the 
former Mildred O. Haas, and a 
stepson, Charles, now in the Armed 
Forces. 


Robert Muller 


GRAND RAPIDS, MICH.—Robert 
Muller, 72, founder of Muller Shoe 
stores here, died at his home re- 
cently. 


Mr. Muller worked for the Rindge, 
Kalmbach, Logie Company for 14 
years before opening his first store 
in 1913. He was joined by his son, 
Thomas, who took over the opera- 
tions after Mr. Muller retired in 
1950. At the time of his death he 
owned four stores in Grand Rapids. 

Besides his son, Thomas, he is 
survived by his widow, Mary; a 
daughter, Mrs. Harvey Lamberts of 
Zeeland; seven grandsons and one 
great-grandson. 


Robert M. Shaffer 


ST. LOUIS — Veteran shoe man 
Robert M. Shaffer, 81, died January 
21 in Indianapolis, Ind., from compli- 
cations following a gall bladder oper- 
ation. Mr. Shaffer had been active in 
the shoe industry until his last ill- 
ness. He had been employed at L. 
Strauss in Indianapolis for the past 
35 years. 

Survivors include his widow, Mrs. 
Clara Shaffer, and two sons. One, 
M. Robert Shaffer, is director of 
sales for men’s and boys’ shoes for 
International Shoe Company. The 
other son, Kenneth Shaffer, serves as 
dean of the School of Library Sci- 
ence, Simmons College, Boston. 
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J. Elmer Cox 


COLORADO SPRINGS, COLO.— 
J. Elmer Cox, a turn-of-the-century 
shoe man here, died recently. He 
was 92. 

Mr. Cox came here for his health 
in 1894 with little prospect for re- 
covery. Tuberculosis took seven of 
his brothers and sisters. 

He was associated for 20 years 
with his sons in the Cox Shoe Com- 
pany, and retained interest in the 
present Cox firm until 1941. 

Survivors include his widow, 
Maude; a daughter, Mrs. A. G. 
Marsh, of Colorado Springs; a son, 
W. Edwin Cox, in the shoe business 
in Los Angeles; six grandchildren 
and 14 great-grandchildren. Twc 
other sons, Wesley and Elmer, are 
dead. 


Robert N. Bowen 


ST. LOUIS—Robert N. Bowen, 55, 
International Shoe Company fitting 
room foreman in the Jerseyville, IIl., 
plant for 15 years, died January 14 
following a heart attack. Mr. Bowen, 
who left International employ in 
1943, was superintendent of Bonne 
Terre Shoes, Inc., Bonne Terre, Mo., 
at the time of his death. 

Survivors include a brother R. H. 
Bowen, an industrial engineer for 
International, and a brother-in-law, 
W. J. Banks, assistant comptroller 
for International Shoe Company. 


Adolph M. Diez 


ST. LOUIS—Adolph M. Diez, 92, 
veteran St. Louis leather man, died 
here recently. He founded the 
Standard Leather Company in 1896, 
and 10 years later consolidated it 
with another firm to establish the 
largest dealership in raw leather 
materials west of the Mississippi. 

Three years ago in New York 
Mr. Diez was honored as the only 
living charter member of the 50- 
year-old Shoe Service Institute of 
America. He was also a past presi- 
dent of the National Leather and 
Shoe Findings Association. 

From 1917 to 1947 Mr. Diez was 
the second largest stockholder in 
the St. Louis Cardinals baseball 
club, and served on the board of 
directors. He was vice-president un- 
der Sam Breadon for several years. 

A granddaughter, Mrs. S. Albert 
Hanser, of St. Louis, survives. 
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Take a field man for instance. He 
wants a boot that can take the 
muck and mire, the rocks and rills 
..-a boot that feels good on his foot 
and looks fine enough to wear to 
the main office. 


That’s why he likes the Goding 
“Engineer,” and why you'll make 
more money if you stock them. 
Like all Goding Boots, the 
“Engineer” is a high-styled boot 
with Goodyear Welt Construction. 
Made in all sizes for men and boys, 
it delivers more wear for less 
money ..with a full mark-up for you. 
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What’s New 





All-Metal Shoe Rack Holds 
Many Shoes in Small Space 


ST. LOUIS—A new low-price, 
all-metal sale rack for shoes is in 
production now by the Semco Com- 





The new Semco shoe rack capable of 
holding 120 women’s shoes or 96 men's 
shoes. No bolts are needed. It folds flat, 


pany, Twenty-First and Walnut 
Streets, St. Louis. The rack holds 
120 women’s shoes on each side and 
a total of 96 men’s or 144 children’s 
shoes. This maximum capacity is 
achieved in not more than three 


square feet of floor space. 

According to Robert Boggs, pres- 
ident of Semco, orders are coming 
in from shoe stores and department 
stores which have been using more 
cumbersome wood structures and 
tables. Some orders have been 
from rack type retailers, however, 
for constant usage, since the rack 
is all metal and withstands hard 
usage. It folds flat for storage or 
shipping. 

No bolts are required for setting 
up the rack, which has overall di- 
mensions of 57 inches high, 36 
inches wide, with depth of 138 
inches at base of the square tubing 
frame. The top of the frame has 
a sign holder. Special holders for 
flats are available. The rack is on 
rollers. 





Goodrich and Hood Introduce 
Heavy Duty Fishing Boots 
WATERTOWN, MASS.—A new, 
heavy duty wader, designed to meet 
the growing demand for waders 
suitable for stream or surf fishing, 





in 24 months of selling 


Dr. Posner children’s shoes 


Mrs. Laura G. Gibling opened Giblings’ Footwear 

in Ramsey, New Jersey three years ago! Today she owns 
one of the state’s leading juvenile shoe stores. 

Want to be your community’s number one children’s 
shoe store? Call, write or wire for complete information 


about a Dr. Posner franchise in your trading area. 


DR. POSNER 


DR. POSNER SHOE CO., INC., 112 w. 34 STREET, NEW YORK, N. Y. 
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INCREASE 


children’s shoes 





has been developed by the B. F. 
Goodrich Footwear Company and 
the Hood Rubber Company. Both 
of these companies are divisions of 
The B. F. Goodrich Company. 








High-cut fishermen's waders, produced 
by B. F. Goodrich and Hood, even pro- 
vide props for hanging fishing gear. 

Known as white-water waders, 
they are made with high-cut rub- 
berized fabric pants available in 
three outseam lengths so they will 
fit well up under the armpits. 
Other features are a cleated crepe 
sole, a semi-stiff toe cap for pro- 
tection and a cushion insole for 
comfort. A strap on both sides per- 
mits hanging fishing accessories. 

These white-water waders come 
in marsh gray in men’s sizes—6 to 
12—in whole sizes only. 





Gilbert Children’s Catalog 


THIENSVILLE, WIS.—An adver- 
tising mat booklet is bound in with 
the new 1958 catalog of children’s 
shoes issued by The Gilbert Shoe 
Company. The catalog also shows 
window and counter displays avail- 
able. Merchandising helps such as 
shoe horns, fitting devices, price 
tags, mailing pieces and other items 
are also shown for easy ordering. 
Additional numbers have been 
placed in the in-stock department 
with publication of this catalog. 
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Joyce Producing 2,200 Daily in New Plant 





COLUMBUS, O.—Joyce, Ine., is 
producing 2,200 pairs of women’s 
casual and sports shoes daily in a 
new $400,000 plant at 1160 Alum 
Creek Drive here. 

Management plans to increase 
the present production force of 240 
men and women to 320 within the 
next eight months and hike output 
to some 3,000 pairs a day, said Rob- 
ert Styx, Joyce division’s general 
manager. 

The company moved into the mod- 
ern one-floor 35,000-square-foot fac- 
tory building last December and re- 
sumed production after a loss of 
only seven days, according to pro- 
duction supervisor Gerald E. Pease. 

Despite operating efficiencies in- 
corporated in a_ rear-to-front-to- 
rear production flow, the plant has 
been unable to keep up with de- 
mand.: As a result, orders on hand 
will keep the Columbus factory 
busy through March, Mr. Styx said. 

Raw materials enter the building 
by a rear door. They pass, in se- 
quence, through the cutting, fitting, 
lasting, finishing, cleaning and 
packing operations before being 
shipped out another rear door. 

Pointed toes and ripple crepe 
soles are popular, as is a color the 
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Women operate this bank of 75 sewing machines to stitch leather pieces together 
in the Joyce fitting department. Cutters are located in the far rear and the pro- 
duction flow proceeds to lasters, finishers, cleaners and packers before the mer- 
chandise is shipped from a rear door opposite raw materials receiving department. 


company calls Tiger Butter. 

It claims that this golden finish 
leather is tanned in Italy under a 
process that has not yet been du- 
plicated by competitive firms. 

Colors of all kinds, and in leath- 
ers and straw, go into the Columbus 
Joyce line of wedges, flats, dress 
and sandal shoes. Women’s pumps 
are made in the other Joyce divi- 
sion plant at Madison, Ind. 

The company does a big spring- 
summer volume in straw casuals 
carrying multi-colored ornaments. 
Also popular, according to officials, 
are kids and calfskins in black, 
white and a variety of colors. 

The Joyce plant, one of 11 in the 
U. S. Shoe Corporation system, was 
forced from its 627 West Mound 
Street location by the Columbus ex- 
pressway program. 

“We decided to remain in Colum- 
bus because of its geographic loca- 
tion, splendid transportation and 
other facilities, and adequate sup- 
ply of trained workers,” a spokes- 
man explained. 

He credited suburban living with 
creating an unusually high demand 
for casual and sports-type shoes. 

The parent U. S. Shoe Corpora- 


tion, with headquarters at Cincin- 
nati, has 10 shoe production plants 
making Joyce, Selby Arch Pre- 
server and Red Cross women’s 
shoes. It also has an _ eleventh 
plant, the new heel-covering fac- 
tory at Crothersville, Ind. 

U. S. Shoe last year had record 
sales of $42,660,238, up nearly 11 
per cent from the approximate $38.5 
million volume of 1956. 

Joseph S. Stern, board chairman, 
and A. B. Cohen, company presi- 
dent, told stockholders early this 
year that current assets exceed 
$14.9 million and current liabilities 
are less than $5.5 million. 

They listed net earnings of $2,- 
502,067 after provision for payment 
of $2,416,554 in federal income 
taxes. Accumulated earnings of $8,- 
105,191, they said, have been re- 
invested in the business. 





U. S. Rubber Opens New 
Footwear Branch in Miami 


MIAMI, FLA. — United States 
Rubber Company opened a new 
branch for its footwear and gen- 
eral products division in the metro- 
politan Miami area to expand its 
service to Florida, one of America’s 
most rapidly growing markets. 

The modern, one-story, brick and 
steel structure, is located on a two- 
acre site in the city’s outskirts. It 
has 19,500 square feet of office and 
warehouse space, and will serve all 
but the extreme western section. 

It is the rubber company’s first 
branch in the Miami area, and sec- 
ond in Florida. Its branch in Jack- 
sonville deals principally in tires. 

The sales force of the new 
branch will handle Keds, Kedettes, 
waterproof footwear, sports foot- 
wear and sports clothing among 
other items. 

The branch has 16,500 square 
feet of warehouse space with 17- 
foot ceilings in the warehouse area 
for efficient stock storage. It has a 
five-truck loading platform, and a 
one-car loading dock for rail ship- 
ments, served by a private spur of 
the Seaboard Railroad. 

The two-acre site allows room 
for expansion, and more of the 
company’s products can be handled 
when necessary. Ralph D. Wheeler 
is the district sales manager, Wil- 
liam C. McCloskey branch operat- 
ing manager, and R. M. Turner 
branch credit manager. 
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West Coast Travelers Names New Officers 
















New officers of the West Coast Shoe Travelers Association are, left to right, 

Warren Hickey, Simplex Shoe Manufacturing Company, first vice-president; Pearse 

Newell, Midwest Footwear, president; Dave Klinesmith, executive secretary-treas- 
urer, and Ed Pankau, Braver Brothers, second vice-president. 





Shearling Production Halted 
BOSTON—The manufacture of 
wool shearling has been discontinued 
by Winslow Bros. & Smith, according 
to James H. Stannard, president. The 
company’s plant at Bellows Falls, 
Vt., where shearling was produced, 
is being closed, he said, and its pro- 
duction will not be transferred to any 
of the company’s other plants. Mr. 
Stannard said the decision was based 
on conditions existing in the raw 
materials market and the decreased 
demand for the finished product. 





Three Douglas Sales Contest 
Winners Feted in Nashville 

NASHVILLE, TENN. — General 
Shoe Company presented awards 
here to three store managers of one 
of Douglas Shoe Company’s largest 
accounts — Goldblatt Brothers of 
Chicago. 

The managers, winners in a na- 
tional sales contest, are Budd 
Braham, Fred Kaufman and Pio 
Calacci. They were conducted on a 
tour of the Company’s Huntsville, 
Ala., plant, visited the Douglas 
Shoe Company and toured Nash- 
ville-area manufacturing plants. 

The awards were made at a 
luncheon in the General Shoe Board 
Room. Douglas division manager 
John Gifford was host. 

In preparation for the contest, 
each Goldblatt store was given a 
two-month quota approximately 10 
per cent above the quota for the 
same period in 1956. Mr. Braham 
went 60 per cent above the quota, 
Mr. Kaufman, 52, and Mr. Calacci, 
49 per cent. 
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K-L Shoe Names Louis Cohen 
In Charge of Its Distribution 

LAWRENCE, MASS.—Alvan 
Rosenberg, president of the K-L Shoe 
Company here, has announced the 
appointment of Louis Cohen as sales 
manager in charge of distribution 
thronghout the United States. Mr. 
Cohen formerly was sales manager of 
the B. E. Cole Company of Norway, 
Me. The K-L Shoe Company, known 
until recently as Kleven-of-Lawrence 
manufactures women’s novelty foot- 
wear designed to sell in the $6.95- 
$9.95 price range 

Mr. Cohen has been associated 
with the New England shoe industry 
for more than 30 years and has held 
important posts both in distribution 
and manufacturing. As sales man- 
ager of K-L he succeeds Sidney Barr 
who has left to take another position 
soon to be announced. 





Maker of Shoe Box Inserts 
Expands Promotion Schedule 

NEW YORK—Pellon Corporation, 
producers of non-woven inserts for 
shoe boxes, announced an expanded 
advertising and promotional program 
for 1958. 

According to Martin Fife, head of 
the shoe division, the program will 
use radio, TV, newspapers, syndi- 
cates, columns, magazine, and film. 

In addition, material geared to the 
interests of high school and college 
students will be distributed to 12,000 
teachers. The company said it is fill- 
ing requests from shoe manufactur- 
ers at the rate of more than two 
million inserts per month. 












N. Y. Slipper Group Elects 


NEW YORK—The National Asso- 
ciation of Slipper & Playshoe Manu- 
facturers, Inc., which lists among its 
membership the slipper and playshoe 
manufacturers in New York City 
elected the following officers: Philip 
Sobel, Formfitting Slipper Corpora- 
tion, president; Robert J. Friedman, 
LaSalle Slipper, Inc., vice-president ; 
Louis Lestz, Criterion Footwear, Inc., 
treasurer, and Paul Russo, Regina 
Footwear, Inc., secretary. Seligman 
& Seligman was retained as counsel. 


Guthrie Joins Somersworth 
As A. L. Garnier Replacement 


SOMERSWORTH, N. H— 
Thomas Guthrie has joined the 
sales staff of the Somersworth Shoe 
Company here and will sell that 
company’s Citations line in Texas, 
Oklahoma, New Mexico, Arizona. 

For 30 years, Mr. Guthrie has 
been associated with shoe merchan- 
dising in the Southwest. He began 
his career as a retail shoe salesman 
in 1928. In 1931 he joined Volk 
Brothers in Dallas and, with the 
exception of three years spent in 
the Air Force, remained with them 
until 1951. 

During this time he served suc- 
cessively as salesman, buyer, de- 





THOMAS GUTHRIE 


partment manager and manager of 
the firm’s Highland Park store. 
Since 1951, he has managed other 
stores in Dallas and Corpus Christi, 
Tex. Most recently, however, he 
has represented Songo Shoe Manu- 
facturing Corporation and Middle- 
town Footwear, Inc. 

Mr. Guthrie has taken over the 
territory recently covered for Cita- 
tions by A. L. Garnier, who has re- 
signed. 
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Allied Products Show Plans 
Program to Aid Shoe Industry 

NEW YORK—Individual ad- 
vances, first exhibited at the semi- 
annual Allied Shoe Products Show, 
will be co-ordinated in a “definite 
program for the shoe industry,” it 
was reported by the show’s advisory 
committee. It said such a project is 
expected to be ready for presenta- 
tion to the shoe industry “within 
about six months.” The Allied Shoe 
Products Show is being held at the 
Sheraton-MeAlpin Hotel, February 
22-25. 


U. S. Shoe’s Vanceburg Plant 
Making Quarter Million Pairs 


VANCEBURG, KY.—Started only 
a year ago the branch factory here 
of U. S. Shoe Corporation has turned 
out more than a quarter million pairs 
of shoes for women. 

Ross Mallery, plant superinten- 
dent, said production has increased 
to 2,000 pairs daily. A goal of 3,000 
pairs by the end of this year has 
been set. Employment is up to 250 
with another 100 expected to be 
added during the year. 

Numerous skilled workers are 
from the former Selby Shoe Company 
factory in Portsmouth, O., 25 miles 
east of here. 

The firm operates on a five-and-a- 
half day schedule and the weekly pay- 
roll is about $17,000. 

The factory building was erected 
by the city and leased to U. S. Shoe 
Corporation for 16 years. 


Army Testing Molded Sole as Combat Boot Replacement 


NATICK, MASS.—A concept 
change in combat footwear is being 
tested by the U. S. Army Quarter- 
master Research and Engineering 
Command in evaluating direct 
molded sole footwear as a replace- 
ment for the conventional welt con- 
struction in combat boots. 

Among the apparent advantages 
of this type of construction, the 
possibility of eliminating the need 
for field repair and maintenance of 
footwear appears to be one of the 
strongest advantages of the direct 
molded sole type. It consists of di- 
rect vulcanizing of the entire out- 
sole and heel directly to the lasted 
upper, holds the possibility of pro- 
ducing a boot in which bottoming 
failures are eliminated. 

Repair practices in the Army 
shows that on an average pair of 
boots, the successive repair costs 
amount to more than half of the 
initial cost. These costs include not 
only the material and labor, but the 
entire cost to the Army of main- 
taining a repair activity in the 
field. 

The direct molded sole construc- 
tion would eliminate approximately 
38 costly labor operations and 15 
components. When in large scale 
production it is anticipated that 
these factors should result in an 
initial reduction in cost of at least 
20 per cent over boots presently 
purchased. 

Extensive studies are being made 
of the compatibility of different 
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SELL MORE SHOES 
WITH 


types of leather for boot uppers 
and insoles with various rubber 
outsole compounds which might be 
used for the purpose. It is antici- 
pated that non-marking, oil resis- 
tant rubber formulations only wil! 
be authorized for this type of mili- 
tary footwear. 
Lucky Stride Pins Go to 94 
MAYSVILLE, KY.—Ninety-four 
employes of Lucky Stride Shoes, 
Inc., were presented service pins 
by Mr. and Mrs. Carl Henry, own- 
ers of the business. Twenty re- 
ceived pins for ten or more years 
of service and 74 for less than ten 
vears. 


Bill Pribble Sales Manager 
At Nocona Boot Company 





Bill Pribble, appointed sales manager 

for Nocona Boot Company, Nocona, Tex. 

Associated with the firm since 1945, he 

has handled company exhibits at fairs 
and livestock expositions. 
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COLUMBUS, 0O.—The Julian & 
Kokenge Company announced the 
election of Paul R. Gingher and 
John R. Storm to its board of direc- 
tors. 

Mr. Gingher is president of the 

















PAUL R. GINGHER 


JOHN R. STORM 


State Automobile Mutual Insur- 
ance Company and is active in a 
number of local civic and commer- 
cial groups. He is a prominent 
Columbus attorney. 

Mr. Storm joined Julian & Ko- 
kenge in 1948 following an associa- 
tion with Marshall, Meadows & 
Stewart of Auburn, N. Y., now a 
subsidiary of J & K. Mr. Storm was 
appointed sales manager in 1952. 
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Julian & Kokenge Adds Two to Bentd of Directors 


The company also elected Her- 
bert N. Lape, Sr., to the newly- 
created post of honorary chairman 
and re-elected the following mem- 
bers to its board of directors: 

Herbert Lape, Jr., president; E. 
A. Argus, vice-president and secre- 
tary; Robert M. Kern, vice-presi- 
dent and treasurer; Charles Auer, 
superintendent; Elmer Kokenge, 
president of E. Kokenge Company, 
Cincinnati, and Luther Boger, at- 
torney. 

Julian & Kokenge was founded 
in 1892. It manufactures Foot 
Saver and Dr. Locke shoes for 
women in its Columbus plant and 
British Walkers for women in the 
Marshall, Meadows & Stewart plant 
in Auburn, N. Y. 


Travelers Get $1,000 Policy 

ST. PAUL, MINN.—The National 
Shoe Travelers’ Association has 
presented its entire membership 
with a $1,000 accidental death pol- 
icy, issued by Lloyds of London. It 
covers the members on a 24-hour 
basis. 






Second Williams Scholarship 

PORTSMOUTH, O. — Successful 
with the initial venture, Williams 
Manufacturing Company, makers of 
women’s footwear, through Presi- 
dent Blaine E. Matthews, an- 
nounced a second memorial scholar- 
ship valued at $2,500. 

The first, started in 1949, was in 
memory of A. Graves Williams, 
chairman of the board. The new 
one is in memory of Forest L. Wil- 
liams, also chairman of the board 
when he died a few years ago. 

Through the first plan, 19 young 
people have embarked on college 
careers. Successful applicants are 
selected through Educational Test- 
ing Service of Princeton, N. J. 





Martini-Rossi in Marbridge 


NEW YORK — Fratelli Martini- 
Rossi, Inc., importers of high-grade 
Italian men’s shoes, produced by 
the manufacturing arm of the firm, 
Calzaturficio Fratelli Martini, an- 
nounced the removal of its office 
and show room to Room 539 in the 
Marbridge Building here. The firm’s 
factory, the largest in Italy, pro- 
duces about 8,000 pairs per day. 
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Juliano Joins Side Leather 
Division at A. C. Lawrence 


PEABODY, MASS. — John J. 
Juliano, who has had many years of 
experience as a side leather fin- 
isher, has joined the staff of the 


JOHN J. JULIANO 


A. C. Lawrence Leather Company, 
here, and has been assigned to that 
company’s Side Leather division. 

Until recently he was general 
“foreman and finisher at the Win- 
chester, Mass., plant of Beggs & 
Cobb, Ine. He has been associated 
with the tanning industry for more 
than 24 years. 


Joins Andrew-Geller-Penn 


PORTSMOUTH, O.—Joseph 
Rathy, shoe designer for the former 
Selby Shoe Company, now is asso- 
ciated with the Andrew-Geller-Penn 
Company of Wilkes-Barre, Pa. He 
reports a demand for shoe workers 
in that area with his firm employ- 
ing 200 and making plans to expand 
to 400. 


L. B. Evans’ Son Initiates 
Profit-Sharing Program 


WAKEFIELD, MASS.—All em- 
ployees of the L. B. Evans’ Son Com- 
pany with more than a year of ser- 
vice were made eligible in the firm’s 
newly-initiated profit sharing plan. 
About 400 workers were affected. 

Harvey B. Evans, fourth-genera- 
tion president of the firm, said the 
company’s product was only as strong 
as the people who made it. In a bid 
to maintain one of the strongest and 
most loyal labor forces in the indus- 
try, he said the 117-year-old Evans 
firm had been among the first shoe 
manufacturers to establish a credit 
union, group and hospital insurance 
and liberal vacation and holiday-pay 
programs. 


Sylflex Gets Convention Space 


MIDLAND, MICH. — A special 
exhibit on Syl-mer water and stain 
resistant finishes for apparel, and 
Sylflex, a silicone process for 
leather shoes and boots will be pre- 
sented by Dow Corning Corporation 
at the Palmer House, Chicago, dur- 
ing the annual convention of the 
National Association of Retail 
Clothiers and Furnishers, Febru- 
ary 23-26. 


Winters at St. Louis Dinner 

ST. LOUIS—Jonathan Winters of 
TV fame will headline the enter- 
tainment at the Beefstak Dinner of 
the St. Louis Shoe Manufacturers 
Association on April 29. The annual 
dinner is a traditional part of the 
association’s Fall Showing. 

According to Raymond Kohn, 
chairman of the entertainment com- 
mittee, the banquet this year will 
return to the Sheraton - Jefferson 
Hotel. Plans are under way for sev- 
eral supporting acts in addition to 
Mr. Winters, who has been appear- 
ing on the “Tonight” show with 
Jack Paar on NBC-TV. 
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Here's Proof That Style and Comfort Can Carry a 
Small Price Tag ... Average Selling Price of 
J. W. Carter's Broadway Line $8.95 — $9.95 
This is just an example of a complete men’s shoe 


line that can build new traffic and pile up new profits 
for you. For the full story write for catalogue. 


BROADWAY LINE 

STYLE 2349 
Ox-blood, flat seam four-eyelet 
blucher moccasin with French edging 
around plug and the quarters. Leather 
insoles and outsoles, Barbour storm welt, 
rubber heels. Ski last. D 5/12 


To Service Leather Trades 
NEW YORK—As a major step in 
expanding its technical service to 
dyeing industries, Ciba Company, 
Inc., recently appointed Frank P. 
Russell to head its technical depart- 
ment serving the leather trades. 


FRANK P. RUSSELL 


Mr. Russell’s experience includes 
six years in the British leather 
trade as tannery chemist and 12 
years with Imperial Chemical In- 
dustries Ltd., Manchester, England, 
as deputy manager of the Leather 


J. W. CARTER COMPANY 


P. O. Box 30 


Nashville, Tennessee 


Service Department. He is a mem- 
ber of the Council of the Society of 
Leather Trades’ Chemists, Secre- 
tary of the Society’s Fastness Com- 
mittee and member of the Interna- 
tional Fastness Commission for 
Leather. 

He and his family are now living 
in metropolitan New York. 


Charles Auer with J&K 


PORTSMOUTH, O.— Charles 
Auer, formerly superintendent with 
the liquidated Selby Shoe Company, 
has been reelected superintendent 
at the Julian & Kokenge Company 
factory in Columbus, O. 


Songo Credit Union Elects 
Binette President of Board 


PORTLAND, ME. — Edgar H. 
Binette has been elected president 
of the board of directors of the 
Songo Federal Credit Union, oper- 
ated by employes of the Songo Shoe 
Manufacturing Corporation, here. 
Other officers, named at the annual 
meeting, are Michael A. Marcucci, 
vice-president; Charles E. Mack, 
clerk; Mrs. Shirley Campbell, trea- 


surer; and Mrs. Loretta Martin, as- 
sistant treasurer. 

Members of the credit committee 
are Marion B. Howard, Mrs. Flo- 
rence R. Gray and Leon H. Hill. 
Supervisory committee members in- 
clude Isadore Russman, Rocco V. 
DeCarolis and Joseph Lyons. 

A two and one-quarter per cent 
dividend was declared. 


Hull to Represent Bowen, Inc. 


PASADENA, CALIF. — Kip 
Bowen, president of Bowen, Inc., 
manufacturers of golf and casual 
shoes, announced the appointment 
of Fletcher Hull to represent the 
Bowen casual shoe line in the 11 
western states. Mr. Hull also 
carries the line of Sun and Sand 
casual shoes for women. He was 
previously in partnership with Mr. 
Bowen, when the shoe company was 
known as Bowen & Hull. 

No change has been made in 
Bowen’s golf shoe representation. 
Stan Thompson continues to serve 
the California, Nevada, Arizona 
areas with R. C. King serving the 
northwest territory. 
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Siegel and Gaylon Chosen 
To Cover Ohio for Hussco 





NEW YORK—Two new Huskies | 
salesmen have been appointed to | 
cover the Ohio territory, it was an- | 


nounced by William Manowitz, 


president of the Hussco Shoe Com- | 


| pany. 
Sam Siegel will be the sales rep- | 


SAM SIEGEL ALBERT GAYLON 


| resentative for southern Ohio, and 

| Albert Gaylon will represent Hus- 

_kies in the northern Ohio territory. 

| They will work out of the Huskies 

| Distributors stock warehouse in 
Honesdale, Pa. 


Mr. Gaylon has a background of 
22 years experience in the shoe 
field. He has worked as a salesman 


and manager for both retail stores | 
| and department stores in the great- | 
| er Cleveland area. 


Mr. Siegel owned and operated 


| his own retail store in Cincinnati 


for many years. 


| Knop Brauer Leather Buyer 


ST. LOUIS—John Knop has been 
named leather buyer for Brauer 


Brothers Shoe Company. Announce- | 
| ment was made by Roy F. Sundling, 
| president. 

Mr. Knop had for the past 10 years | 
served as leather buyer for Tober- | 
Saifer Shoe Manufacturing Com- | 
pany, Inc. Before that he was with 
| the upper 


leather department of 
International Shoe Company for 16 


| years. He replaces Ernest C. Cooksey, 


who has resigned. 


Distribute Spray Shoe Shine 








BOX HANDLERS 





| LONG ARM* 


Carl Beeman QUICKER, EASIER, SAPER 
Guarantee 


that YOU can get 
shoes from high shelves 
with Long Arms quick- 


*Trede Mort | § 








er, easier, safer than 
by any other method, | | 
or you return them 
parcel post for full 
refund, pomens, postage. Lon Arms with 24", 
36", 48" & handles, $3.50; 72" handles. 
$4.50 pouipatd | in USA. Specify it for men's or 
women's boxes. Your jobber or 








CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 








BOWLING SHOES 





BROOKS BOWLING SHOES 


IN STOCK e¢ FINEST QUALITY 
Men’s Black — Sizes 5 to 13 
Men’s Smoked 
Ladies’ Smoked—Sizes 4 te 10 
Ladies’ Red 


2% 10 Net 30 
F.0.B. Factory 


3210 CHERRY ST 
PHILA. PA 


BROOKS SHOE MFG. CO. 





DISPLAY FIXTURES 








WROUGHT IRON AND 
BRASS SHOE FIXTURES 


e 
WRITE FOR OUR NEW CATALOG 


N-DEE DISPLAY FIXTURES 


Designers — Manufacturers 
816 N. MILWAUKEE AVENUE, CHICAGO 22, ILL. 














SHOE ORNAMENTS 





- 0 -0----0:-O-----0--6- 


LINCOLN, NEB.—Reynolds Dis- | 


tributing Company, Inc., 


erate as a distributor of spray shine 
for shoes. Incorporators are Rob- 
ert W. Reynolds, Lloyd E. Barratt 


and Hugo F. Srb, all of Lincoln. | 


Authorized capital stock is $25,000. 


of Lincoln | 
| has filed articles of incorporation | 
| with the secretary of state to op- 


DISTINCTIVE SHOE ORNAMENTS 
ROOM 545 
SHERATON-McALPIN 
SCHIFF JEWELRY MFG. CO. 


| SINCE 1914 
23 HEYWARD ST. « BROOKLYN, N. Y. 
Phone: ULster 5-1858 























Headquarters For 


CANCELLATION 
STORES 


Quolity Brands 
Largest Stocks All Price Ranges 


Sime > 
MOSINGER-COHN 


St louis 3, Mo 


Lowest Prices 








235 Washington 











ible, Vas, 

coolest on [-< 

deck, ot 7) 
court. Campus 


TOP-SIDER- 


Box 338c, Rubber Ave., Naugatuck, Ct. 


Brown’s Risque Division 
Makes Personnel Changes 

ST. LOUIS—The Risque division 
of the Brown Shoe Company, an- 
nounced personnel changes in its 
southwest territory. 

Richard B. Conner, who at 
present covers Arkansas, Colorado, 
Iowa, Kansas, Missouri, Nebraska 
and Wyoming, will also cover Ok- 
lahoma. Mack Seely, Risque sales 
representative for Alabama, Flo- 
rida, Georgia, Mississippi, North 
and South Carolina and Tennessee, 
will also have Louisiana incorpor- 
ated into his territory. 

Arnold Bregman will service 
Texas and New Mexico for the 
balance of the current spring sea- 
son, after which Richard Conner 
will take over the southwest terri- 
tory, which will consist of Arkan- 
sas, Oklahoma, Texas and New 
Mexico. Sidney R. Slay has re- 
signed from the Risque sales or- 
ganization. 


A. B. Cohen Hospital Trustee 


DENVER—A. B. Cohen, presi- 
dent of the U. S. Shoe Corporation, 
who is prominent in Cincinnati 
civic and charitable enterprises, 
was elected to the board of trustees 
of National Jewish Hospital at 
Denver at the institution’s annual 
meeting. The hospital is a free- 
care, non-sectarian medical center 
for chest diseases. 


Mason Heads Promotion 

At Gardiner’s Yorktown Unit 
GARDINER, ME. — Alexander 

Mason has been appointed sales 

promotion manager of the York- 

town men’s and boys’ shoe division 


ALEXANDER MASON 


of the Gardiner Shoe Company, 
here. He was formerly associated 
with the Frank Noone Shoe Com- 
pany of Rockland, Mass. 

In his new position Mr. Mason 
will work with Keith Hemenway, 
Yorktown’s general sales manager. 
Immediate plans entail working 
closely with the salesmen and call- 
ing on the trade in all territories. 


Bonded Fibers in Marbridge 

BUENA VISTA, VA. — Bonded 
Fibers, Inc., has opened a New York 
City showroom in the Marbridge 
Building, Room 660. Patrick Feeney 
is in charge. 








CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 


20¢ a word 
Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 

$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 


Classified Advertising 
is payable in advance 








Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


ORDER BLANK 


BOOT AND SHOE RECORDER 














Please check if box No. is Wanted [] 


Enclosed is Check 0 
Money Order 1 











Boot and Shoe Recorder 





lassified and 





SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 











OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock, low-priced Juvenile Footwear. 
All open territories are well established. 
6% commission, plus bonus. Write: 
NEIL CARLSON, SALESMANAGER 

SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Pratt St., Baltimore 1, Md. 











UNLIMITED OPPORTUNITY 


eon vevne, AGGRESSIVE, HARD WORK 


LETT 
MEDIC. SHOE MANUFACTURERS 
1212 WOOD STREET PHILADELPHIA 7, PA. 











SALESMEN 


wanted coast-to-coast 


Liberal commissions to carry all or any nart of 
one of the country’s leading ‘‘tots to teens’’ lines 
of juvenile footwear, featuring Chapman's brand. 
All territories open excluding N.Y., N.J., Pa, 
Del., Md., Va., Fla, Wash., D.C. and Georgia. 


HILL SHOE COMPANY, 70 N. 4th St., Phila. 6, Pa. 














ATHLETIC FOOTWEAR, BOWLING 
AND BASEBALL SHOES. Six samples; State 
experience and territory covered. MIDSCO 
ATHLETIC SHOE COMPANY, 324 North 
Water St., Milwaukee 2, Wisconsin. 





SIDELINE SALESMAN WTD. 


fidential. 





EXPERIENCED WORK SHOE AND BOOT 
SALESMEN WANTED 


If you have a following in the State of Texas or State of Michigan 
you will be interested in an opportunity to represent one of the 
largest New England work shoe and boot manufacturers. 
40 styles carried in stock. Must live in territory and have estab- 
lished clientele. Give all details in first letter. 


Reply to Box 139, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 


Over 


Replies kept con- 














organization. 


Write at once to: 





An Opportunity To Earn Extra Money 


Choice Territories Available to sell our Famous Over-the-Stock- 
ing Boots as a sideline. The Increased demand for our Fri-Jettes 
and Unbranded Boots requires the growth of our sales 


ALASKANS, DIVISION OF THE HAMPTON CORP. 
1308 W. Fond Du Lac Avenue, Milwaukee, Wisconsin 














HELP WANTED 


HELP WANTED 





SMART LEATHER BOWS, SHOE ORNA.- 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 566, Boot anp SHOE ReEcorpeER, Chest- 
nut & 56th Sts., Philadelphia 39, Penna. 





SALESMEN WANTED, ALL’ TERRI- 
TORIES OPEN for beautiful Line of Men’s 
Casual Shoes, which retail for $7.00, $8.00 and 
$9.00, in both Loafers and Oxfords on Cali- 
fornia construction. A very fast selling line. 
Reply to Box 149, Boor anp SHoE RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 





EXPERIENCED SALES REPRESENTA- 
TIVE FOR MANUFACTURER of Fine Line 
Knitted Elastic and Non-Elastic Braids, all 
descriptions and widths, for Slipper, Beach 
Shoe Sememinetarens, etc. State experience, 
age, territory covered. LOUIS age AR 
BRAID CO., 2750 Park Avenue, New York 51. 





SIDELINE SALESMAN FOR’ FAST 
SELLING LINE of Infants’ Shoes, Volume 
Priced. Territories open in Mid-West and 
West. Reply: Post Office Box 11, Natick, Miss 





FOR LEASE 











Newly Established Position As 
Supervisor of Shoe Operations 


For small but Progressive and Profitable 
Mid-West Shoe Chain, over 50 years in busi- 
ness. Experience required in Chain Store 
Operation as District Supervisor or Man- 
ager of large store. Must possess ability in 
sales promotion and in sales training. Sal- 
ary open. Real opportunity for ambitious 
person to share in growth of this company. 


Reply to Box 150, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 











MANAGERS and 
ASSISTANTS 


Progressive National Shoe Chain has 
immediate openings for qualified Mana- 
gers and Assistants. 

Unlimited opportunities for ambitious 
men. Excellent Salary — Benefits — 
Bonus. 

Write giving full particulars as to ex- 
perience. 


Reply to Box 140, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 

















ATTRACTIVE SPACE IN WELL-ES- 
TABLISHED, Ultra Modern Ladies’ Apparel 
Shop in Burlington, Vermont, available now. 
Large Canadian clientele. Write or phone: 
STOLLMAN, 9704 70th Avenue, Forest Hills, 
Long Island (BOulevard 8-4276). 


February 15, 1958 





POSITION WANTED 





TOP MAN AVAILABLE FOR RETAIL 
CHAIN OR MANUFAC TURER. Married: 
age 30; 14 years’ experience in retail shoe op- 
erations, sales, buying, window trimming and 
design, and top management. Interested only in 
a company with which there is a good future. 
Will relocate for right opportunity. Nothing I 
can not do or learn. Reply to Box 141, Boot 
AND SHOE Recorper, Chestnut & 56th Streets, 
Fuiadagns 39, Penna. 





FOREMAN, TO RUN SHOE PATTERN 
SHOP IN MIDDLE WEST. Must be experi- 
enced on marking up work and all other opera- 
tions. State experience, salary. Replies kept 
confidential. Reply to Box 137, Boor anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 





LINE WANTED 








SHOE SAL ESMAN, LARGE FOLLOW- 
ING, Particularly in Middle Atlantic and New 
England States, in comfort, Corrective Shoe 
Field, seeks position as Sales Promotion Man- 
ager for Manufacturer of High Grade Women’s 
or Children’s Shoes. Capable of Sales Training, 
Letters, Bulletins, and Trade Show Programs. 
Confidential reply. Reply to Box 143, Boor 
AND SHOE RECORDER, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





AGGRESSIVE SALESMAN LOOKING 
FOR COMPANION LINE. Traveling in New 
England. Can furnish top notch references. 
Reply to Box 138, Boot ann SHoe ReEcorpeRr. 
Chestnut & 56th Streets, Philadelphia 39, Penna. 


BRANDED CAPEZIOS WANTED, San- 
dals, Flats, Heels. Send samples _ to: 
CHARLES’ SHOES, 706 So. Carrollton Ave., 
New Orleans, La. 
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FREE LANCE DESIGNER | 





FREE LANCE DESIGNER 





WANTED TO PURCHASE 

















FREE LANCE 


Leading Rubber Footwear Manufacturer 


would like to discuss arrangements for free 
lance designers to submit ideas on new basic 
designs for protective footwear. Send complete 


resume to: 


Reply to Box 142, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 


DESIGNERS 


















CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 











M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Short Leases Assumed 


158 anon ». New York City 
- Beekman 3-0141-2 











EXECUTIVE AVAILABLE 








EXECUTIVE AVAILABLE 











EXECUTIVE AVAILABLE 


Shoe industry career man with top experience as sales manager, 
and general manager seeks opening with responsible manufacturer. 
in five figures; will accept challenging position with opportunities for growth. Our client 
available for interviews at Leather Show, Feb. 23-26, Waldorf-Astoria. Address inquiries 
Boston, Massachusetts. 


to David Geller Company, 80 Federal Street, 


production manager 
Present salary well 

















FOR SALE OR MERGER 


FOR SALE 














FOR SALE—OR MERGER 


with Listed company by exchange of 
stock. Volume for 1957—$800,000.00. 
In men’s and women’s loafer, slipper and 
moccasin manufacturing. Located in 
New England. Well established, with ex- 
cellent earnings. Large liquid assets. No 
liabilities. 
DANMORE INDUSTRIALS, Inc. 
Specialists in Mergers 
315-317 Barristers Hall 
Boston 8, Massachusetts 














FOR RENT 











TULSA, OKLAHOMA, STORE FOR RENT 


Fine Location; good display windows. Ex- 
cellent for Popular Price Shoe Store Loca- 
tion in The Commercial Building, which has 
automatic fire sprinkling system. Write to: 


COMMERCIAL BUILDING CO. 
123 S. Main Street, Tulsa, Oklahoma 








established 


STATEN ISLAND, N. Y.: For rent, old 
shoe store; busy thoroughfare, be- 
tween Woolworth’s and Kresge’s. Reply to Box 
136, Boor anp SuHoer Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





SHOEMAKING COURSE 





Plaster 
Shoes. 
$150.00. 


care of Boor ann SHoe REcoRDER, 
56th Sts., 


SHOEMAKERS Learn to Make 
MOULDED SHOES. Instructions in taking 
Casts, Lasting and making Moulded 
Complete ceurse—21 hours—cost only 
Instructions available in New York 
and Philadelphia. For details write to Box 147, 
Chestnut & 
Penna 


Philadelphia 39, 
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FAMILY SHOE STORE 


Central Missouri Town, 13,000 pop. Net 
profit last five years $32,000. Owner absent. 
Save Manager's salary and double this on 
same volume. Best store in town for 20 years; 
100% location; Inventory, plus $3,000. Under 
$20,000 full price now. Write: 


E. E. WALLER, Moberly, Mo. 











BUSINESS FOR SALE . 


Lakewood, N. J. Firm, Established 1902. 
Started as shoe repair and luggage repair. 
Now have large luggage department—name 
brands, leather accessories. Suitable for any- 
one interested in future security. Terms to 
reliable party. 

Reply to Box 146, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 

















FAMILY SHOE STORE, 100% NORTH 
PHILADELPHIA, P location. Volume 
over $100,000. Popular Brands. Reply to Box 
110, Boor anp SHoe ReEcorper, Chestnut & 
56th Streets, Philadelphia 39, Pa. 

FOR SALE: TWO (2) H.P., ae THREE 
(3) 5 H.P. Westinghouse Motors in First Class 











Cendition. Very reasonably priced. Contact: 
PORTER SHOE CO., Milford, Mass. Tel. 
Milford 1505. 

FAMILY SHOE STORE, SMALL TOWN 
UPSTATE NEW YORK, Popular Priced, 
Clean Stock; Excellent location. Low rent. 
Reply to Box 145, Boor anp SHoe REcORDFR, 


Puiladelphia 39, Penna. 


Chestnut & 56th Streets, 

FOR SALE: FAMILY SHOE STORE in 
growing Tidewater, Virginia; operating under 
the same name for the past 60 years. Owner 
retiring. $20,000 Inventory. Low rent. Sales 
can be doubled by a Go-Getter. Reply to Box 
144, Boor anp SHOE RECORDER, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





FOR SALE: SHOE STORE FIXTU RES, 
Available February 28, 1958. Sectional Ad- 
justable Hardwood Shelving; Fluorescent 
Lights; Chrome Chairs; Register; Adding Ma- 
chine; X-Ray Machine. Good Buy. HARRY 
JAC KSON, Veckeon's Shoe Stores, 374 Frank- 
lin Avenue, Aliquippa, Pa. 











MORRIS BAYROFF 
formerly with M & R Shoe Co. 
1S NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 











TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 


ALWAYS RELIABLE 
Phila. 6, Pa. 


132 No. 4th St. 
Phone: WA 5-9533—WA 5-9927 











NOW! YOU CAN USE THE EDGE 
OF THE GLASS SHOE DISPLAY CLIPS 


CLEAR PLASTIC 








CAMERON CO. DISPLAYS 
$30 per doz.5v0 Echo Lane, Glenview, Il. 














| 


| 

















PRICE TICKETS 


— Swivel Clips — 
“DAYGLO" BANNERS 


Unit Controls — Sales Slips 
"Special Orders'' Book 


eo 


WANT TO BUY FAMILY SHOE STORE 


IN GOOD COLLEGE TOWN. PREFER 
KANSAS OR COLORADO. VOLUME 
OVER $65,000 CASH. 


Reply to Box 148, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


MERCHANTS’ SERVICE 


209 So. State St., Chicago 4 


























FOR SALE: ADRIAN SHOE 
MACHINE, automatic model; will 
$200, F.O.B. BURG’S, 216 North 
Mitchell, So. Dakota. 


FITTING 
sacrifice 


Main, 


ADRIAN SPECIAL X-RAY MACHINE, 
150. Excellent condition. Al! safety features. 
ew Tube. SILEN’S, Wildwood, New Jersey. 
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WANTED TO PURCHASE | WANTED TO PURCHASE 


WANTED TO PURCHASE 








“Uncle Sam” 
will soon prove 
Sputnik an¢ Muttnik 


are old numbers * SURPLUS SHOES 


CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality men’s, 
will buy your women’s and children’s shoes. 


old numbers Fine Footwear FoR OVER 43 YEARS 


LOUIS CAMITTA & SON MOSINGER -COHN 


1235 Washington, St Louis 3, Mo 





formerly with S. CAMITTA & SONS 

















WE PAY MORE because ‘WE ARE RETAILERS 


Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick actionwrite, 
wire or phone immediately 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since '32 
“While in Town See Weil”’ 











WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 























B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS C 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S$ 
YOUR NAME PROTECTED Hf 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 


WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 








120 No. 4th St. Phila. 6, Pa. 

















VLMMM|!M|!’ll@B ARIS BUYS for CAS HEI 
a A R | S Quick decision on your offers of discontinued and 


surplus men's, women's and children's shoes. 

THE NATION’S FINEST Also complete stores considered 

CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 
79-81 Reade St. 


> New York 7, N.Y. + Tel: WOrth 2.5180 
A EEEEEEEE@E@EEEEEEEEHEEEEECEEEEEEEEECEEEEEEEEELEEL 


TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4112 Bergenline Avenue 








Union City, N. J. UNion 3-6413 











Phone or Wire Collect 





February 15, 1958 


for 

e closeouts 

e surplus 

e discontinued 
lines 

e complete stores 


BROITMAN- 
GAFFIN SHOES 


inc. BE 3-7290 
146 DUANE ST., N.Y. C. 


COMPLETE STORES » 


‘WANTED: 


Confidential negotiations by 
experienced retailers 3 





rated... 





. ARRONSON BROS. & BAYROFF 


122 Duane St., N.Y¥.C. RE 2-4170-4171 
SeenmHmeHHe HE & & 
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Hussco Distribution Widens 
To Include Non-Shoe Outlets 


NEW YORK—“There is a large, 
untapped sales potential which can- 
not be reached through the tradi- 
tional channels of shoe distribu- 
tion. We have become convinced 
that the way to do it is through dry 
goods and other wholesalers.” 

Thus William Manowitz, presi- 
dent of Hussco Shoe Company, her- 
alded the company’s new program 
of the distribution extension of 
Huskies brands through non-shoe 
outlets. 

Hussco’s present system of ware- 
house distributors with exclusive 
territories throughout the country 
will not be affected by the new 
program Mr. Manowitz said. 

He announced the following four 
new distributors, first of those to 
put the new plan into effect: 

The Harrisburg Textile Com- 
pany, Harrisburg, Pa.; the Federal 
Distribution Company, Anchorage, 
Alaska; the J. B. Long Company, 
Raleigh, N. C., and the Gulf Coast 
Mercantile Company, Pensacola. 

Mr. Manowitz revealed that a 
new group of specialty footwear 
items have been developed for this 
new market, including baby shoes, 
canvas casuals, and packaged slip- 
pers. Several have been developed 
for self-selection merchandising 
with emphasis on carded and pack- 
aged items for impulse buying. Al- 
so, with the new program in mind, 
the company has re-introduced a 
modern version of the Hussco 
work-shoe line, begun in 1904. 

Hussco had previously entered 
into franchised distributorship ar- 
rangements with findings firms such 
as A. J. Bergren in Chicago, and 
Kanners and Patrize in Detroit. 

“We’ve embarked upon this pro- 
gram because we recognize that the 
problems of shoe retailers are re- 
markably similar to those of dry- 
goods retailers,” declared Mr. Man- 
owitz. “Getting immediate delivery 
of suddenly popular products or 
styles is a major problem, as is 
maintaining an adequate inventory 
without having to make a major in- 
vestment.” 

Mr. Manowitz envisaged a much 
broader scale of shoe distribution 
developing for Hussco in the next 
few years, with diverse groups of 
wholesalers being drawn into the 
Hussco distribution pattern. 
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Roberts, Johnson & Rand 
Service Manager Retires 

ST. LOUIS—Perry E. Thurman, 
manager of Roberts, Johnson & 
Rand sales service department, re- 
tired the end of January after 45 





PERRY E. THURMAN 


with International 


years’ service 
Shoe Company. 

Mr. Thurman joined International 
in 1913 as a member of the RJ&R 
sales department. He served 10 
years as a general assistant and 
secretary to the sales manager, 12 
years as manager of RJ&R advertis- 
ing, and 20 years as sales manager. 
For the past three years he has held 
the post of manager of the sales 
service department, including sales 
promotion and customer relations. 

During his career, Mr. Thurman 
was a regular contributor to the 
Roberts’ Weekly Sales letter. No 
successor has been named as yet. 





Flatow Moves Shoe Plant 


NEW YORK—Henry Flatow 
started making women’s high-grade 
shoes 18 years ago, in a small fac- 
tory at 29 West 17th Street, in New 
York City. In January, 1958, he 
moved to 116 East 16th Street, 
where he has 6,500 square feet of 
space, with machines and 35 crafts- 
men capable of a daily production 
of 250 pairs. Many of Mr. Flatow’s 
accounts are in Florida and there- 
fore he has an extensive line of 
open toe, open back slings. He also 
has many accounts who specify 
backless types as well as some 
closed pointed toe pumps with open 
back. Closed pumps, however, con- 
tinue to be important and he has 
made these up in all the spring and 
summer shades of leather, silks and 
straws. 






Winter Retires as Traffic 
Manager at International 

ST. LOUIS—Ferdinand C. Winter, 
traffic manager for International 
Shoe Company, has retired from the 
firm after 45 years of service. 








HARRY F. BERTRAM 


F. C. WINTER 


During his career, Mr. Winter 
served as director of the St. Louis 
Shippers Association, Inc., and was 
active in many transportation busi- 
ness organizations. 

His successor is Harry F. Bertram, 
assistant traffic manager 15 years, 
with International since 1918. 





West Coast Shoe Companies 
Tie-in with Dodgers and Giants 


LOS ANGELES—The Los An- 
geles Dodgers and the San Fran- 
cisco Giants announced appointment 
of Solnit Shoe Company, Los An- 
geles, and its subsidiary, Bucking- 
ham-Hecht, San Francisco, as sole 
authorized distributors for official 
Giants and Dodgers footwear. 

Stores qualifying as authorized 
retailers will receive a complete 
packaged promotion and advertising 
plan, plus box seats at L. A. and 
San Francisco home games to use 
as prizes in individual store contests. 

First shoe offered for distribution 
is a canvas-top suction-sole athletic 
shoe, manufactured to official stand- 
ards by Beacon Falls Rubber Com- 
pany, division of U. S. Rubber Com- 
pany. It is available in youths’ and 
big boys’ sizes, and features the 
official team insignia of the Dodgers 
or Giants in authentic colors as an 
ankle patch on the shoe. 





Coffey-Hoyt Appointment 

LOS ANGELES — The appoint- 
ment of Mildred F. Carpenter as 
vice-president and eastern sales 
manager was announced by Dolph 
G. Hoyt, Jr., president of Principle 
Plastics, Inc., of which Coffey-Hoyt 
products is a division. 
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Meme Boot Co. i... ces cae 52-53 
Alden, C. H. Shoe Co. ...... 123 
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You Can Count On 


The 
“United Man” 


He is dependable, productive, skilled. 
He knows how to keep your machines 
running, cut your down time and save 
replacement parts’ cost. He knows 
the best and fastest way to solve 
your machinery problems. 

The average United Man has 15 years 
of specialized shoe machinery experience 
and is qualified to service 28 different 
machine types. He is a highly trained 
technician with a pride in his work. 

The United Man is kept continually 
up-to-date on improvements and on new 
machines through a steady flow of 
information from United’s Beverly 
Factory and Boston Office and from 
other United Men. 

You can get the United Man in a hurry 
when you need him, and you only pay 
for the time you use. 








FOR YOUR BEST BUY IN SERVICE 


wWJnited. 
SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Style 17263 
CARIBOU Last 


Style 17030 
CARIBOU Last 


They Do More 
for the Man Who Wears Them! 


Such competent good looks, as you might expect, stem straight from Nunn-Bush ex: 
perience. Edgerton is a division of Nunn-Bush! Edgerton styling has a touch of 
aristocracy which becomes a badge of success for the man who wears Edgertons, 


EDGERTON DIVISION «© NUNN-BUSH 
MILWAUKEE 1, WISCONSIN 


See your Local Nunn-Bush and Edgerton Dealer 


Style 9571 
CHATEAU Last 


Style 9663 
CHATEAU Last 


from | (~. 


CHATEAU Last - SY A DIVISION OF NUNN-BUSH 


Style 9590 








YOU 
CAN’T 
TELL 
THE 
CUSTOMERS 
WITHOUT 
A PROGRAM 

















